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HAROWARED CT 


SEE the BUYING CHECK LIST on page 52 May 18, 1961 


SELL GREAT NECK HAMMERS FOR BIGGER PROFITS 


“Engineered 
quality tools 
since 1919” 


| This One-piece High-Quality Great Neck Hammer 
ce sem Makes Your Selling Job Easier, Speeds Your 
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Turnover. Here’s How To Sell It: 


SELL QUALITY 


Your customers will appreciate the extra touches of fine quality that 
make this hammer a precision tool. For example, it’s perfectly 
balanced to allow a smooth, effortless wrist motion for any job. From 
its mirror-polished head to the tip of its rubber-cushioned handle, 
this hammer says ‘‘quality’’ and performance. 


SELL CONSTRUCTION 


The finest materials and latest processes built this hammer. Sturdy 
forged steel throughout, its rubber-cushioned handle is permanently 
fused to the shaft for perfect no-slip performance. The head is mirror- 
polished and hardened by a unique electric heat treating process. 


SELL PERFORMANCE 


This is the hammer that meets and beats every test of performance. 
Once your customers take a trial swing, they'll never settie for any- 
thing less than this perfectly balanced one-piece tool. It’s precision- 


made, has the heft and feel desired by your most demanding 
customers. 


SELL THE NAME 


Your customers know and respect the nationaily advertised Great 
Neck name. The famous giraffe on the shaft of a Great Neck hammer 
telegraphs quality and reliability. The Great Neck name and symbol 


has been popular among professionals and hobbyists for more than 
forty years. 


SELL THE PRESTIGE LINE THAT 
MAKES BIG SALES EASIER 


Great Neck hammers, axes, hatchets, compass saws and nests, panel 
and hand saws, keyhole and coping saws, pruning and kitchen saws, 
miter back saws and boxes, hack saw and coping saw blades and 
frames, saber and hole saw blades, wood and butt chisels, wood turn- 
ing chisels, cold and ripping chisels, punches, all types screwdrivers, 
block, fore, jack, smooth and rabbet planes, utility and putty knives, 
linoleum knife, glass cutter, scratch awis, wall scrapers, nail claw, 
pruning and grass shears, long and short handle garden tools, rafter 
combination and try squares, bevels, tool kits. 


Any tool in the line will win customer acceptance. . 


. make 
him receptive to suggestions for additional tools. 
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Check especially 
the other fine 
Great Neck 
Hammers... 


INCLUDING | 








THE GREAT NECK MIRROR- 
POLISHED TUBULAR HAMMER 
All steel from head to handle with 


a rugged tubular alloy shaft that 
can’t bend or break. 





“THE GREAT NECK EBONY 
TUBULAR HAMMER 


Its oven-baked, black enamel head 


is permanently locked onto the alloy 
steel handle. 








ie 
THE GREAT NECK FIRE- 
HARDENED HARDWOOD 
HAMMER 

The beautiful, rugged look of this 
hammer is almost enough to sell 
it on the spot — but it gives you 
plenty of other money-making fea- 
tures besides. 





Sold through wholesalers 








Six sensational big-demand specials. Hach piece 
spotlighted with a special-price label that will make 
window and counter displays pay their way, 
| in trafic and turnover.- Back these Mid-Year 
Moneymakers with solid stock-on-hand! 


NEWSPAPER AD MAT FREE ON REQUEST 
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SAVE Over Sythe 
“sor |S 


MIRRO ALUMINUM COMPANY, MANITOWOC, WIS. ast a FGuaranteed by > 
N 


Good Housekeeping 
Fifth Ave. Bldg., New York 10 * Merchandise Mart, Chicago 54 ue / he R 45 soveansee 


World’s Largest Manufacturer of Aluminum Cooking Utensils THE FINEST ALUMINUM BUY FROM YOUR 
| MIRRO JOBBER 





WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 
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institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


BR5283 Passage 


Full line of Yale’ residential key-in-knob locksets 


Want more facts? Circle 101, p. 59 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


YALE —REG. U.S. PAT. OFF 


Replacement business is big busi- 
ness! Yale's complete line of 5200- 
Series Key-in-Knob Locksets brings a 
real chance for profitable replace- 
ment business for you. Do-it- 
yourselfers will be happy to rent your 
Yale® installation tools. Remember, the 
security and reliability of Yale lock- 
sets are their biggest selling points. 
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Rotax 


Now’s the time—when the sound of power 
mowers fills the air—to promote your 
Nicholson or Black Diamond Rotary Mower 
files with this stand-out display. 


Compact and sturdily constructed, 

it can hang on your pegboard or stand 
on your counter. Complete filing 
instructions are on the back of each 
file sleeve. The attractively low price 
is fully visible . . . and the unit 

is free with the files. 


Now is the time to promote the vista 

of smooth, green lawns by selling sharp, 
even-cutting mower blades. Call your 
distributor today for this Nicholson or 
Black Diamond Rotary Mower file display. 


eH if LIZAILCAAI « — ee 
x51 NIC gh L ad et N > _ ROTARY MOWER FILE 
Nicholson File Company, Providence 1, R.I. - Files - Rotary Burs - Hack- 

saw and Band Saw Blades - Ground Flat Stock - Industrial Hammers 
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Display ACCO Extra-Bright 
‘ey Zinc Plated Proof and BBB Coil Chain 
1 }| in Pails or Drums 


| | ¢ Your whole chain sales picture will brighten when you display acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 

sparkling and so different is this chain, that it actually sells itself. For 

instance, it’s the kind of chain that will catch the eye of the customer who is 

looking for a mooring line for his boat. Home owners will see many practical 


uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 


Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 


and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 


Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 


can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 
fibre drums if you order larger quantities of chain. 


f *Registered Trademark, Continental Can Company 
> 


smanovenomee | AMERICAN CHAIN “¢°° 
Contact your American Chain 


distributor for complete informa- American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


our York, Pa of fice for your Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
> *? 


a . *Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco - 
copy of free literature "Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 59 
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Editorial 


by W. A. Phair 


Wholesalers and policies . . . 


Manufacturers are frequently urged by wholesalers and dealers to 
put their sales policies in writing. This is a reasonable request. 


A written sales policy is, to my mind, a simple statement of how a 
firm intends to do business. It seems to me that a customer has a 
right to have this information. If a firm’s policies are fair, reason- 
able, and sound then there can be no good reason for not putting 
them into print. 


For the same reasons, wouldn’t it be equally proper to also request 
wholesalers to put their sales policies in print? Some wholesalers do 
this, but not enough. Why? 


Reluctance to state a policy frequently reflects an effort to strad- 
dle the fence on controversial matters. Today, such an issue could 
well be the matter of selling discount houses. Each day, the conflict 
between regular retail outlets and the discounters grows more se- 
vere. The feeling grows among retailers that a line sold at a cut 
price in a discount outlet cannot be profitably carried by regular 
retailers. 


To many retailers, this issue is a most serious one, and they have 
the right to expect a direct, forthright answer from wholesalers as 
well as manufacturers to the question, “To whom do you sell?” 


We all realize that a manufacturer and a wholesaler have the right 
to sell anybody and everybody they choose. We can assume that the 
decision to sell certain outlets is based on a special appraisal of all 
the facts. This being the case, why should there be hesitancy to state 
a sales policy, officially? 


From a dealer’s viewpoint, there is no longer time for straddling 
the issue. Simple, realistic economic common sense is forcing deal- 
ers to make important decisions. In view of his past relations with 
his suppliers, a dealer deserves, at the very least, the availability of 
a statement of a firm’s policies. This applies equally to wholesalers 
and manufacturers. 


It is no secret that some wholesalers are selling discount houses. 
It is also no secret that on occasion other wholesalers have sold lines 
to discounters outside their own distributing territory. It is a little 
unrealistic to expect loyalty from dealers and consistency from man- 
ufacturers while such practices exist. 


Certainly, these practices are most discouraging to any manufac- 
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Editorial 


continued 


turer who sincerely wants to preserve the acceptance of his line among 
regular retailers. And there are many who want to do this. 


The confusion that persists today in distribution will not be 
quickly cleared away. But, businessmen must have the courage of 
their convictions and should be willing to express these convictions. 
This is true of wholesalers, as well as manufacturers. 


Packages and displays... 


Over the past few years, hardware packaging has shown a truly 
remarkable improvement. One phase of this advance has been the 
increased use of carded merchandise. This carding has generally 
been very helpful from a dealer’s viewpoint. But, in looking over 
some recent examples of carded items, I begin to wonder if we may 
not be going a little too far in the matter of the size of the cards. 


Items which, when binned loose, would occupy a cubic inch of bin 
space, now must have 10 or 15 cu. in. of wall space. Since there is 
only so much vertical display space in a store, and carded merchan- 
dise does not lend itself to nesting on a hook, dealers are running up 
against a real headache in handling carded merchandise. They find 
it is cutting down their effective display space. 


If a dealer tries to solve the problem by putting carded merchan- 
dise in a bin, he finds he can accommodate only a quarter as much as 
he could when loose merchandise was handled, and he loses much of 
the advantage of the self-selling qualities of the card. 


An example of this situation is a product that recently came across 
my desk. It retails for about $1. The item measures 1% x 2 in. by 
4 in. thick. Yet, it is mounted on a card 5% x 8% in. I don’t think 
many dealers will use this card. Its effectiveness has been destroyed 
by its size. 


Another troublesome aspect of carded merchandise is the complete 
lack of standardization of card sizes. The variety of sizes that are 
being used is quite astounding. As this is being written, I can see a 
display of about 50 typical carded items. In only two instances are 
the same size cards used. Yet, probably five or six sizes would have 
covered all 50 products, with ample room allowed for the sales mes- 
sage. In some instances it appears that the philosophy behind the 
design of the card is that the larger the card, the better the accep- 
tance. This just isn’t so. 


We must remember that in the fight for display space in a store, 
a product must fight other products of a similar type for dealer ac- 
ceptance. Hence the package that does the best job in the smallest 
space is going to get first acceptance by dealers. 


The use of carded merchandise has many real advantages for hard- 
ware retailers, if the card design is related to the practical problems 
of retail store operation. The next time you, as a manufacturer, have 
a chance to review your practice in carding, see if you cannot reduce 
the size of the card. Then take the proposed new design out into the 
field and get some dealer reaction to it. It will pay off. 
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HORIZON—PLASTIC 


Horizon is the better plastic line with 
a bonded sisal center. Extra firm 


—no stretch. Clothespins stay put. 


Quality is your power weapon against cut-price 
“stuff.” Quality attracts customers. Keeps them, 
too. Samson quality costs no more. DISPLAY these 
two Samson brands... Horizon and Crocus. You'll 
sell more. You'll profit more. 


CROCUS-COTTON 


Crocus is solid braided cotton. 
90% of the weight is in the cover 
where the wear takes place. 

Lasts longer. 


CORDAGE WORKS - BOSTON 10, MASS. eekre: 
World’s toughest cordage ... since 1888 


SASH CORD @© JUMP ROPE @® CAMP ROPE @® 


MULTIPLE-USE ROPE 
Want more facts? Circle 104, p. 59 
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WASHINGTON 


Tews 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


How minimum wage amendments will affect you... 


New minimum wage amendments to the Federal Fair Labor Stand- 
ards Act go into effect Sept. 5. Here’s how the new law will affect 
you: 


How to tell if you are covered... 

Your store will be covered if you record $1 million or more in 
gross annual sales, exclusive of excise taxes, and at least $250,000 
of the goods you purchase or receive for resale cross state lines. 
If you are part of a larger chain enterprise which has more than a 
$1 million in annual sales, but if your store individually sells less 
than $250,000 a year, you are exempt. 


If you are already covered... 

On Sept. 5 you will have to start paying your lowest-salaried em- 
ployees $1.15 an hour. 

In 1963 you will have to raise this minimum to $1.25 an hour. 


If your store will be covered for the first time .. . 

Starting Sept. 5 you will have to pay your lowest salaried em- 
ployees a minimum of $1 an hour. 

In 1964 the minimum will be raised to $1.15 an hour. 

In 1965 the minimum goes to a full $1.25 an hour. 


Overtime requirements ... 

For dealers already covered, overtime rates must be paid to work- 
ers on the job more than 40 hours a week. 

For newly-covered stores, no overtime requirements apply until 
1963. Then you will have to pay overtime after a 44-hour work 
week. In 1964 overtime must be paid after a 42-hour work week. 
In 1965, you will pay overtime rates to workers on the job more 
than 40 hours a week. 

Overtime rates are computed at time-and-a-half. 


If you have commission salaried employees. . . 

They are exempt from coverage of overtime requirements if over 
one-half of their salary is in commissions and their total earnings 
average $1.50 an hour. 

They will be covered by overtime requirements if commissions 
total less than one-half of total earnings. 


Specific exemptions... 

You are exempt if your store deals exclusively in farm equipment 
and machinery. 

Executive and administrative employees (such as assistant man- 
agers) who devote at least 60 percent of their time to these duties 
are exempt from coverage. Assistant managers may spend up to 
40 percent of their time in nonexecutive or nonadministrative work 
and still retain their exemption. 
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Here are two NEW individual display cards 
from MASTER featuring fast-selling CUB 
Padlocks. These patented self-service cards 
— No. 9-D and No. 10-D —are the latest 
in a series developed by MASTER to pro- 
mote impulse sales. They can be used on 
pegboards, in bins, or hung from any mer- 
chandiser or wall bracket. 


CUB Padlocks are popular favorites for lock- 
ing mail boxes, dog collars, zipper and golf 
bags, brief cases, novelty boxes, electric 
plugs, telephone dials, or wherever small 
padlocks are needed. 


Packed one dozen display cards to a carton. 
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L“.O AVAILABLE IN BOXES 








Make sales faster with 


aster Padlocks 


EVERY ONE AN OUTSTANDING VALUE 





HARDWARE BUSINESS 


outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Business still wobbly, but looks better .. . 


Latest statistics show business still wobbly, but months ahead 
look better. Declines in most areas of business halted, are now 
on the upswing. Manufacturers’ gains in production and sales, 
improvements in steel industry especially encouraging. Firmness 
in personal incomes, employment, retail trade is evident. Auto 
sales still lagging, but showing improvement. Most observers pre- 
dict business atmosphere in immediate months ahead will be one 
of continued gradual improvement. 


Purchasing agents optimistic, but cautious .. . 


Optimism about future business was also noted by the nation’s 
buyers for large manufacturers in their April report, but caution 
was evident too. The buyers say there’s no doubt that business is 
getting better. However, they question at what pace and to what 
extent the recovery will progress. In the April survey by the 
National Assn. of Purchasing Agents, 58 percent of the buyers 
reported improvement in new orders, compared with 38 percent 
in March; 48 percent report increased production, against 29 in 
March. Some of the members look for a “fair” second quarter and 
a “better” third quarter. 


lt may pay to modernize now... 


Take a look at your plans for replacing fixtures, remodeling your 
store, or building a new store. Impending tax benefits may encour- 
age you to get your plans rolling now, not put them off. The ad- 
ministration is interested in tax law changes to stimulate invest- 
ments in new plants and equipment. What tax credits will be 
worked out for these expenditures remains to be seen. Present 
proposal for small businesses is 10-percent deduction on first 
$5000 expenditure. Now is the time to keep in touch with your 
tax man, and be ready to act on your plans when tax credits jell. 


Watch for crackdown on false ads... 


Watch for new, stronger efforts to halt false and misleading adver- 
tising in the future. The Federal Trade Commission has just out- 
lined its program for the next few years. The commission recog- 
nizes that false ads hurt competitors, and mislead consumers. 
For example, the FTC is getting refrigerator makers to advertise 
only the usable space of their product, not the gross capacity 
including machinery space. Also, the commission will seek to halt 
false ads while they are hurting the public, not after the mis- 
leading ad programs are ended. 


... Turn to page 93 for more news of How’s the Hardware Business. 
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MODEL NO. A33 


CAPACITY: 22 6-oz. bottles or 20 12-07. bottles 
(standing upright) plus ice and lunch. 
DIMENSIONS: 141/)’"L x 113,”W x 16H (outside) 
DRAIN OUTLET 

Also available in red 

PACKED: One to carton @ SHIPPING WT. 15 Ibs. 


MODEL NO. A6é6 


CAPACITY: 21 6-oz. bottles or 18 12-07. bottles 
(standing upright) plus ice and lunch 

DIMENSIONS: 18’L x 83/,""W x 113/,"H (outside) 
Also available in red 

PACKED: One to carton @ SHIPPING WT. 14 Ibs. 


MODEL NO. A37 


ALUMINUM LIFT-OUT FOOD TRAY 

HINGED TOP — ribbed for extra strength 
FIBER GLASS INSULATION © BOTTLE OPENER 
CAPACITY: 32 6-0z. bottles or 24 12-07. bottles 
(standing upright) with ice and lunch 
DIMENSIONS: 22’°L x 13” W x 13H (outside) 
DRAIN OUTLET — with drain hose attachment 
PACKE 


REAL COOL! 


THESE //asure CHESTS... 


They’re Progress Portable Coolers 
and they're the greatest, man. 
Neat for picnics, vacations, hunt- 
ing and fishing, travel, sporting 
events, out-door workers and 
offices. 


pe Ty 


Featuring a complete line — from 

the economy model to the deluxe aluminum 
model — from 21 to 32-bottle capacity. 

All models (except the Aluminum A37) 
feature all-metal construction with zinc- - » * 
coated bonderized steel exterior, galvanized - ay 
steel interior with fiber glass insulation. 


All painted models have Hi-bake enamel ats 


finish, with bottle opener and lift-out 
tray. Steel models also available in red. 7 = i: 


i ae 


MODEL NO. A522 
HINGED LID 


MODEL NO. A99 


CAPACITY: 32 6-oz. bottles or 24 12-oz. bottles 
(standing upright) plus ice and lunch 

DIMENSIONS: 18”L x 13”°Wx 17H (outside) 
DRAIN OUTLET 

Also available in red 

PACKED: One to carton © SHIPPING WT. 28 Ibs. 


THERE'S PROFIT IN p 
eg | 
‘oe 


— hr 


Want more facts? Circle 106, p. 59 


CAPACITY: 32 6-0z. bottles or 24 12-07. bottles 
(standing upright) plus ice and lunch. 
DIMENSIONS: 22”L x 13”W x 13H (outside) 
DRAIN OUTLET 

Also available in red 

PACKED: One to carton © SHIPPING WT. 26 Ibs. 


AA AA 
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REFRIGERATOR CO., LOUISVILLE, KY. 
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MERCHANDISING 


newsierrer 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


ARE THESE THE PATTERNS OF THE FUTURE? Changes predicted for merchants 
in the next five years: Nearly all shopping centers and discount- 
ers will be open six nights a week and Sundays. More stores like 
yours will be clustered in sprawling marts. An international con- 
ference of real estate men agreed on these things recently. Also, 
they predicted rising costs will force these issues: More self 
service and credit, larger and more cheaply built stores, and 
many mergers among discount operators. Smaller merchants may have 
to move into marts or expand greatly to stay competitive in the 
late 1960's, if real estate experts are right. 



































WILLING OR NOT, YOU MAY HAVE TO LEARN TO LIVE WITH CREDIT. We can't shut 
our eyes to the facts. Sears, "everybody's competitor," admits the 
terrific value of credit: One in five American families has an 
account with this giant now. By 1965, Sears feels, this will ad- 
just to one in four households. Sears’ credit now accounts for 
04% of sales, will be 62-65% in five years. And the firm's earn- 
ings are seen doubling in next five years. Like Sears, you too can 


grow, with the right merchandise and promotion, and more credit 
Sales. 
































A QUIET, BUT IMPORTANT, EXPANSION IS UNDER WAY: RENTALS. In past years, 
and more noticeable now, numbers of dealers are looking into 
rentals. Inquiries in this area to Hardware Age show a steady 
rise. Why? Feeling seems to be that dealers slowly are realizing 
the value of rentals in building local service image and boosting 
tie-in sales volume in paint, carpentry, plumbing, lawn mainte- 
nance--almost every department. When well run, rentals add to 
profits and, so far, have been a discount house foil. Increasing 
interest has inspired a new, complete rental guide series that be- 
gan in May 4 HA issue (p. 44),continues in this issue (p. 45). 





























ARE SUPERMARKETS LOSING INTEREST IN HARDWARE? Hardlines' sales in 
Supers are hurting. An important recent study shows space allot- 
ment for non-foods in supers down by 17%. Some 14% fewer markets 
now carry hardware. Why? Reasons are scattered, but conjecture is 
that salesmanship and product knowledge still are vital to selling 
hardware. Low turnover and special security problems are also 
factors. You can take heart in this evidence that there is more to 
selling hardware than a crayon and a slashed price. 
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Show the 























Majorjet 


THE 


HOME WATER SYSTEM 


THAT 


SELLS 
hace | 

















Your customers want the very best... 


STOCK, DISPLAY AND SELL the new shallow well 
MAJORJET by Deming! It’s self-priming . . . tops in 
operating performance ... backed with 80 years of 
quality experience ... priced low. 


Look over the ‘“‘Convincer List’’ of MAJORJET selling 
features. Then you see why the new MAJORJET self- 
priming home water system is unbeatable . . . why it 
keeps on selling for YOU when it’s on the job! 








Call your distributor... write for the facts ... or just 
fill in and mail the coupon. 


~ DEMING 


537 Broadway * Salem, Ohio 











oox=u Oath wv 


Customer “‘Convincer List” 


. Easy to install. 
. Self-priming. 





. Stainless steel shaft—no corrosion, no scoring. 

. Impeller won't corrode, won't rust—it’s Fianite®. 

. Long life diffuser—it’s Fianite®, too. 

. No leakage around shaft—rotary seal. 

. Easy access to jet. 

. Capacities to 750 g.p.h., Ye and % h.p. 

. Complete package, ready for installation with 4, 12, or 42 gallon 


Deming tank for shallow well service. 


. Automatic start-stop. 








NAME 





COMPANY 





ADDRESS 





ZONE_._.__STATE 








L 
Want more facts? Circle 107, p. 59 
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COMBINATION PATTERN 
No. U412, 12” only. 


ee 


SNIPS FOR EVERY SERVICE 





HEAVY DUTY PATTERN 
No. U416, 16” only. 


STANDARD. PATTERN, No. $410 


Seven other sizes, 7 to 14. 


CIRCULAR CUTTING PATTERN 
No. 7412, 12” & 147, 7”. 


AVIATION SNIPS, No. VI9R 


Right Hand, Cuts to left. AVIATION SNIPS, VI9L 


Left hand, cuts to right. 


NEOPRENE INSULATING SLEEVES 


: | Available for all Aviation Snips. Here shown 
Crescent Tinners’ Snips are forged of selected | on No. V198S, straight cut. 


steel and blades ground on special grinding | “ 

machines. They are hardened by Crescent’s own AVIATION SNIPS. Keenly ground, hard, tough 
Bins a ; ; ; alloy steel blades with machine serrations...can be 

selective induction process to insure long, satis- 

, ; factory reground. Compound leverage produces 
factory service. These easy-cutting, well-balanced tremendous shearing power. Three patterns. 
snips are made in four patterns; standard, circu- 
lar cutting, combination and heavy duty. 


' 





ee ld 
Oo y hardware dealers and industrial distribu- Cive Wings Lo atk ar? 
tors everywhere. oe 


Sign of the Cbrtisan 
Symbol of Erccdllence 


Crescent is ovr trade-mork, registered in the United Stotes ond abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 
CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
Want more facts? Circle 108, p. 59 
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It’s easy to sell “off the shelf” 


“yt ut Sale 4 On ok 
a < «0 1D oe a 
é s - > y 




















Average $135 profit per unit in just 5-minute talk with customer! 


Hundreds of thousands of SHOPSMITHS have been sold by dealers 
who formerly said they had neither the space, nor the time, nor 
the technical knowledge to sell power tools. With little more effort 
than it takes to sell a small shelf appliance, SHOPSMITH gives you 
a ‘‘big ticket’’ sale and profit. SHOPSMITH builds traffic, commands 
attention . . . creates interest and profit out of all proportion with 
the small space it occupies (2 x 6 foot sales area). 


And here’s powerful promotion to help you: 
Generous new dealer discount; ‘‘Scheduled Shipment’’ plan for 
lcw inventory . . . quick turnover; powerful national advertising in 
FULL CAPACITY WOODWORKING TOOLS Seturday Evening Post, True, Better Homes & Gardens, Popular 
IN ONE SPACE SAVING, MONEY MAKING UNIT! Science, Popular Mechanics and Mechanix Illustrated; T.V., radio 
. j and newspaper advertising nationally; exciting consumer incen- 
9” Table Saw Power Mount... tive programs. 
12” Disc Sander for attachment of jointer, 
34” Lathe bandsaw, jig Saw, belt 
sander, compressor-sprayer 


Horizontal Drill § | insures repeat sale traffic 
Vertical Drill and continuing profits. 


Limited number of valuable franchises available now. Write for complete details. 


YUBA POWER PRODUCTS, INC. 


842 EVANS ST., CINCINNATI 4, OHIO 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


Manufacturers of SHOPSMITH, SAWSMITH, CHOREMASTER and MIGHTY MOE. 
Want more facts? Circle 109, p. 59 


HARDWARE AGE, May 18, 1961 © 17 











oe 





© 








WA to help you sell 





























DRAFSTOPpP 


WEATHERPROOFING 





NEW! “EASY-TO-CARRY” COMPLETE DOOR UNIT OF 
DRAFSTOP® WEATHERSTRIPPING in a 3'’ length 
package. Easier to carry, easier to transport, even 








in the smallest compact cars. Now an “impulse”’ item. 
(Also available in standard 7’ pack.) 


NEW! “SELF-SERVICE” PACKAGE DRAFSTOP® DOOR 
BOTTOM’ in polyethylene sleeve, grommet-sealed to 
hang on pegboard, hook or rack. This new package 
keeps merchandise clean, unmarred by handling, 
Ideal for self-service, it increases your weatherproof- 
ing sales! | 


NEW! DRAFSTOP® INSULATED DOOR STOP. A door stop 
with weatherstripping built in! A ‘‘new construction” 
item for contractors, builders...to save labor...elim- 
inates added cost of conventional weatherstripping. 
Also...an ideal promoiionai item for the remodeling 
and do-it-yourself markets. 





NEW! SALES AIDS. Attractive animated display shows 
DRAFSTOP® DOOR BOTTOM’ in action! Makes cus- 
tomers look...stop...buy DRAFSTOP®. Colorful con- 

Sth ieteen teeiemete sumer booklets sell the DRAFSTOP® story. Newspaper 

mats for your local advertising available on request. 
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INSULATED DOOR STOP 


Here’s the modern type of door stop 
Builders have wanted for years! 
ROBERTS DRAFSTOP® Insulated 
Door Stop combines weatherstrip- 
ping and door stop in one easy-to- 
install unit, coped for perfect fit. 
Sells on sight! Ideal for new con- 
struction, remodeling and the ‘‘do-it- 
yourself’ trade. 


ITEM NO. D-400 DRAFSTOP® 
INSULATED DOOR STOP 
Two 7’...one 3’ lengths. 

Suggested Resale...$3.90 








PRL OO AN AN NLA POOL LP LOD LALLA SM Hii LPT LEED EL A A 

















DOOR BOTTOM* 


Puts profits in your pocket! DRAF- 
STOP® Door Bottoms sell on sight 
when customers can ‘“‘see and feel’’ 
through the poly sieeve without de- 
stroying the unit wrap. This is the 
“fully automatic’”’ door bottom with 
spring action opening, nylon stop- 
roller for tight threshold closing. 
Anodized aluminum...tough, pliable 
vinyl guard. 


ITEM NO. D-200 3’ DRAFSTOP® 
DOOR BOTTOM? with hardware. 
Suggested Resale...$3.59 


*U.S.Patent No. 2855638 


Want more facts? Circle 110, p. 5 
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WEATHERSTRIPPING 


A real volume-buiider. DRAFTSTOP® 
Weatherstripping NEW ITEM NO. 
D-101, featuring five 3%’ lengths. 
Light and easy for a woman to carry 
... short enough to fit in a car trunk. 
It’s easy to sell quality ‘‘insulated”’ 
comfort, protection against damp- 
ness, drafts and dust. Quickly, easily 
installed. 

Suggested Resale... $1.89 per unit. 
DRAFSTOP® Weatherstripping 
also available in ITEM NO. D-100 
standard two 7’, one 3’ lengths. 
Suggested Resale...$1.89 per unit. 
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FUTURA PORTABLE TRANSISTORS 


Are New...Exciting...Budget Priced 


Youngsters... Teenagers... The Whole Family 
Will Enjoy The Decorator Styled 
Futura Line 


~~ 
ww Se | Rin 





Cat. No. 300 













Cat.No.666 = $a. 
Cat. No. 818 
hr 
/* 
+ 
THE FABULOUS FUTURA THREE THE FUTURA MALIBU THREE TRANSISTOR THE FUTURA BEL-AIR 

TRANSISTOR EARPHONE RADIO RADIO WITH ALNICO FIVE LOUDSPEAKER ONE TRANSISTOR EARPHONE RADIO 
Precision — ‘Big Radio”’ perform- Here is dramatic fidelity and tonal quality Portable — pocket-sized with tele- 
ance with no ground — no aerial. in a magnificent personal radio. Special re- scoping antenna and magnetic ear- 
Tiny —easily fits into purse or flex circuit insures long and trouble-free | phone. An abundance of listening 
pocket book. Completely portable. service. Magnetic Earphone plugs in for pleasure at the very lowest cost. 


Exciting gift value for all ages. personal listening. 


Cat. No. 222 
THE FUTURA PORTABLE 


TRANSISTOR TAPE RECORDER 


Newest, Lowest Priced, Most Efficient Portable Tape 
Recorder of its type on the market today. The Futura 
is truly portable — operates on batteries. Automat- 
ically records, erases, and plays back. Budget priced 
for extra value. 





= THE FUTURA PORTABLE 
SIX TRANSISTOR RADIO-PHONOGRAPH 


Plays everywhere — anywhere —on just four flash- 
light batteries. Big set phono volume with crystal- 
clear Hi-fidelity sound. A fine six-transistor super- 
heterodyne radio with automatic gain control. 





Cat. No. 400 


Cat. No. 11]—Phono only, same as above without radio. 


BELL PRODUCTS CO., ST.LOUIS, MO. 


NAT'L SALES: MILT GREY ASSOC., 8693 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 
NEW YORK: ROOM 420, 200 FIFTH AVENUE BUILDING + CHICAGO: 1433 MERCHANDISE MART 


Want more facts? Circle 111, p. 59 
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Popular 
Turnover Items 


from 


SAFE 


Popular items? Turnover 
items? You bet they are! 

Here you have just a few 
of the fast-moving “Popular 
Turnovers’”’...in quality SAFE 
hardware .. . all favorite low- 
investment, high-profit items. 

Remember, you can depend 
on SAFE for performance. Stock 
SAFE—and see! 











os you can count 
on SAFE for 


Flawless 
FINISH 








Prompt 
DELIVERY 


and 
Competitive 


PRICE 


























SAFE PADLOCK and HARDWARE CO. 


Subsidiary of THE AMERICAN HARDWARE CORPORATION 
LANCASTER, PENNSYLVANIA 








Want more facts? Circle 112, p. 59 
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MORE MONEY 
WHEN YOU SELL G-E 


HERE’S WHY: 


<b 
<> 


NEW G-E PACKAGING ...SPEEDS PLANNING 
(-oewenar gp ecciee 


More gross profit for you... 
with new lower suggested dealer prices 


New low suggested retail prices 
for your customers... lowest since 1950 


wat Giurns, 


ae” 
sare || 
ies « : 


is. 





No. 285 ia 
counter display YW 
... for smaller \ 


No. 915—No. 1565 
floor displays... 
for larger stores 

stores or 

multiple display. 

Features 3 
fastest sellers 


/ counter display 
features newer 
G-E lamps... 
especially new 
transparent 


FACTORY-PACKED 
PRICE-MARKED DISPLAY ASSORTMENTS 


can take the guess work out of planning your 
orders. A size for every volume store . . . four to 
choose from. Stocks are “sellout balanced”... 
keyed to average consumer demand. Packs are 
price-marked. No need to shift other stock. 
Just set up and sell. 


Proved again last year! Larger General Electric 
displays sold 695 lamps per sq. ft... . average 
in 2-city test, using 20 high volume stores. 

Ask your wholesaler about the right factory- 
packed displays of General Electric Christmas 
lamps for your store. 


Want more facts? Circle 113, p. 59 
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FOR YOU... 
CHRISTMAS LAMPS 


New G-E factory-packed displays... 
to speed sales... cut in-store costs 


New-type General Electric Christmas lamps... 
tested and proved fast sellers! 


Eye-catching G-E consumer ads 
that will move G-E lamps... reach 2 out of every 3 homes 


ORDERS, CUTS SET-UP TIME, BOOSTS SALES 


New 100-lamp sealed-cartons 
in C6, C7'A, D014, DIS, D026, 
D27, solid or assorted colors. 


24-lamp sealed-cartons 
in D30, available in solid or 
assorted colors. 


i. 5 CARTONS TO A 


: Also available 
in twinlamp packs 


STANDARD PACKAGE 





NEW 100-LAMP SEALED-CARTONS give you more 
ordering flexibility. You can cash in on the growing 
demand for new types and solid colors...along with 
your order of standard packages. Simplifies re-orders 
of fast-sellers, too! (And be sure your order includes 
the new G-E transparent color lamps that ~ ill be 


YOU'LL ALSO WANT 
NEW G-E SATIN-GLO! 


Sales tested ... and a hot seller 


These new lamps are 
beautiful . . . lustrous, 
satin-like reflective colors 


featured in General Electric consumer ads this year!) 


Speed re-stocking of displays. New G-E cartons can 
easily be held in one hand at counter level . . . instead 
of working from a big case on the floor. 


Cash in: Order G-E Christmas lamps now—the 
brand most users prefer. Miniature Lamp Dept., General 
Electric Co., Nela Park, Cleveland 12, Ohio. 





that become translucent 
when lighted. And so 
attractive that one out of 
every three C7% lamps 
sold in test stores was 
Satin-glo. Available in 
100-lamp self displayer 
of 5-packs, assorted 
colors only. 








GENERAL @@ ELECTRIC 


Want more facts? Circle 113, p. 59 
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BOLD NEW PROFIT CONCEPT 


LEASE 
THESE HIGH-PROFIT TOOLS 
ENTAL TO YOUR CUSTOMERS |! 


NOW 
FOR 


The uncommon good looks and sales-appealing 
blend of rich gold and silvery chrome easily distin- 
guish the Gold Line “family”. of high-profit rental 
tools. However, there is much more than good 
looks in this “family.” 


Take the floor sander. Under its tamperproof alumi- 
num frame is a strong-man motor mentee to give 


— of trouble-free performance! and beat that. 
engineers at American Floo 


ing a lever controlled drum for beautifully smooth 
floors every time. Ask anyone who knows floor sanding 
and he’ll tell you: it’s the lever that makes the differ- 
ence. And for the first time, the handle easily detaches 
for portability! gies 
A powerful new edger is another member of the high- 
profit Gold Line “family.” Also, a — little 
poos rugs, scru “waxes 
floors with a professional touch. A co ial type 
vacuum, all up for home use, gobbles up 
shampoo suds, dust dirt with the greatest of ease. 


r did. How? By add- 


Let us show you the Gold Line, feature by feature 
through colorful literature, that honestly obsoletes all 
other rental equipment. | | 
Only American Floor, the company that invented 
and introduced the. first commercially. successful 
floor sander, has the Gold Line. The Line that’s as 
maintenance free.as’a rental tool can be. And your 
biggest profit plum is the fact that you can LEASE 
these high-profit tools for rental to your customers. 
Get the facts right away. Write Rental Sales Mana- 
ger or visit any of the 40 American Floor offices. 


MERICAN” Eater 


FLOOR MACHINE CO. 
ESTABLISHED 13903 


TOLEDO 3, OHIO 


OTHER PLANTS: BOWLING GREEN, OHIO; WATERTOWN, NEW YORK 


Want more facts? Circle 114, p. 59 
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TWO SUCCESS-MAKERS 


Tie-In To Give You |@aur $5 SN EY 


TWO PROFIT-MAKERS 


For The Children’s Market! Sel ix 


No Nails! N 
- gr hey’re so Easy to Use! 


si HERING 


PLASTIC, FULL-COLOR 


Mickey Mouse HOOK 


\ | ° ] AND Donald Duck 
wo Qld) TOOTHBRUSH HOLDER 


15 LBS © WALT DISNEY 


PRODUCTIONS 


No. 301 MICKEY MOUSE HOOK PRE-PRICED, Each 9Q¢ 


From the Disneyland “GOOD HABIT” 
SERIES...To Sales Success All 
Over the Country! 


A sensational ‘‘get together’’! Walt 
Disney and Selfix Products bring you 
the year’s most appealing children’s 
items. Lovable Mickey Mouse and 
ever-popular Donald Duck will win 
their way into thousands of homes, via —y 
the youngster’s closet and bath. No. 303 DONALD DUCK TOOTHBRUSH 
Disney characters are designed of 3-dimensional plastic a oo 
in 4 colors, and are complemented by the famous Selfix hook in 

black; the toothbrush holder in white or yellow. Order now! Stock and display this terrific 

twosome .. . for tremendous sales in the consistently profitable, ever-active children’s market. 


© WALT DISNEY 
PRODUCTIONS 























® An Easy-to-Sell, Easy-to-Use Product 

® Each Item Bubble-Packed 

® Display on Counter or Rack 

® Attractive 3-color Impulse Cards 

® Mickey Mouse Card is Single Punched 

® Donald Duck Double-Punched for Staggered Racking 
® FREE Displays and Point-of-Purchase Materials 


For Complete Catalog, Price List, Shipping Information and Merchandising Aids, Write: 


Selfix has 
the patented 
wood insert with 


wwe nN 7s Selfix PRODUCTS COMPANY 


assuring strong and. 
lasting bond! 223 W. ERIE STREET, CHICAGO 10, ILLINOIS 
Want more facts? Circle 115, p. 59 
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10 HELP YOUR SALES OF 
HIGHER QUALITY PAINTBRUSHES 


Use these sales aids to tie in with Du Pont’s 
great new “seal of quality” program 


Now there’s a quick and easy way for 
your customers—professional painters 
or paint-it-yourselfers—to determine 
higher-quality paintbrushes ...an easier 
way to sell these higher-profit brushes 

. . an easy way for you to take advan- 
tage of Du Pont’s across-the-board pro- 
motion in leading consumer magazines 
of paintbrushes made 100%, with tapered 
TyNex nylon filament. 

Now, leading manufacturers are using 
the new Du Pont “seal” to indicate their 
brushes are filled 100%, with tapered 
TyNex nylon filament. This bright red 
and white seal will be widely publicized 
in consumer magazine advertising. 

This consumer advertising that is pre- 
selling your customers is beamed at mil- 
lions of readers in THE SATURDAY 
EVENING POST, AMERICAN HOME, 
BETTER HOMES AND GARDENS, THE 
BETTER HOMES AND GARDENS 
ANNUAL, POPULAR MECHANICS, and 
MECHANICS ILLUSTRATED. 


DUPONT 
TYNEX® 


APERED TYNEX * NYLON FILAMENT, 
IS MADE FOR 
QUALITY PAINTBRUSHES 


1 €0@ vee 


BETTER THINGS FOR BETTER LIVING 


The easy way to insure satisfied cus- 
tomers, more repeat sales and more prof- 
its in the often-neglected field of paint- 
brushes is to sell brushes bearing this 
quality mark. It guarantees the brushes 
you sell are made 100% with tapered 
TyNex, the best brush filling material 
available. Be sure you ask your supplier 
for brushes with this seal. Order a vari- 
ety the next time the salesman calls so 
you can handle all your customers’ re- 
quirements. 

Mail the coupon at right for your 
FREE tie-in sales aid kit. This kit con- 
tains an easel-backed counter card fea- 
turing the theme of Du Pont’s big new 
advertisingcampaign: ‘Don’t Spoil Your 
Next Paint Job Before You Begin.” Plus 
a display rack to hold FREE copies of 
‘Ask the Expert’’—a consumer oriented 
booklet with helpful tips on painting. Plus 
FREE envelope stuffers to remind your 
customers to look forthe Du Pont “seal.” 


QU PONT 


REG. U.S. PaT. OF! 


. . THROUGH CHEMISTRY 


BOst PAINTING RESULTS USE GOGH Faints 


ANG HIGH -QUaAttt® BR iusrrs 


pom ree BEST PAINTINe 
AND HIGH QUALITY OF 


Want more facts? Circle 116, p. 59 
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it 7 : 
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Mths 49 


E. I. du Pont de Nemours & Co. (Inc.) 
Dept. HA-5, Room 2524, Nemours Building 
Wilmington 98, Delaware 


Please send me complete tie-in kit to help me sell 
more high-quality paintbrushes. 


Name 

Firm 

Street Address 

City State 


Want more facts? Circle 116, p. 59 
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Looks 6000, % 
WORKS BETTER! 


Here’s the ideal pump oiler 

for every use! Introduced by Eagle 
Guaranteed 5 years! 

Strong, leakproof steel body. 

Powerful positive-acting pump to 

deliver oil in full stream or one drop. 

No pump leathers, no soldered connections 


to wear out. Handy to reach those New Eagle Handi-Grip Oilers come 


; in 4 sizes: 34, 1, 114, 2 pints. Each 
difficult places. Stout bottom, steady sien bas — ee spout or 


stance, won’t tip over! Easy to hold, 7%%-inch flexible spout. 


easy to use, reasonably priced. ORDER FROM YOUR SUPPLIER 


Eagle products are also 
available in Canada 


FACTORY, 
HOME, 
GARAGE, 
WORKSHOP 


Write for latest Catalog. It's FREE 


MANUFACTURING CO. wextspurc, w. va. 


SERVING THE TRADE SINCE 1894 
Want more facts? Circle 117, p. 59 
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FOR A TACKLE BUYER 


TO BE IN THE KNOW 
IT’S A MUST 


HE BE AT THE SHOW! 


THE 1961 
AFTM 


FISHING TACKLE 
TRADE SHOW 


AUGUST 20 TO 23 


SHERMAN HOTEL CHICAGO 


Where the world’s largest exhibition of fishing 
tackle and closely allied lines will be on dis- 
play for your inspection at the 4th annual of- Ness FR 
ficial A.F.T.M. Show. 

Top management of the nation’s leading 
Fishing Tackle manufacturers will be there to 
greet you. 


bE REGISTER EARLY ! Be sure of accommodations. 
FOR DETAILS WRITE TODAY... 








S ALL EXHIBITION SPACE 

hb Gadi, Reonstiee Salil IS AIR CONDITIONED 

pamper Fishing Tackle Manufacturers AND CARPETED FOR 

oe YOUR PERSONAL 
: - COMFORT 


Want more facts? Circle 118, p. 59 
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for your Spring 
SELLabration ! 


iS always aem 


nd USS Cyclon 


‘ these sure sellers where your 


them. For 
= — 
American Steel & Wi 


prices af 


ana tor 


familiar brands like USS Ameri- 
e. Be Sure 


to stock up now. Be sure to 
customers will see 


1d Ttast delivery. nearest 


phone your 


re sales office, or write American Steel 


& Wire, 614 Superior Avenue, N.W., Cleveland 13, Ohio. 


y i % “Kk s- eax fe > > 
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American Fence, Barbed Wire 
and Steel Fence Posts are strong, 


sturdy and extra-long lasting! The fence 
features tension curves and hinge joints; 
the barbed wire comes in 9 styles with 
sharp, well-formed, evenly-spaced barbs; 
the steel posts come in three styles made 
from new billet steel. 


American Merchant Quality 


Wire—a fine grade of annealed and gal- 
vanized wire designed for general use on 
the farm or industry. Available in 100-Ib. 
bundles—alsoin5-, 10-,25- and 50-lb. coils. 


American Diamond Lawn 


Fence provides an attractive, decora- 
tive touch to yards, yet is truly economical 
because of long service life. Comes in 10- 
rod rolls. Heights run from 18” up to 108”. 





Cyclone “Red Tag” Lawn Fence 
and Gates in a variety of heights and 


styles, in woven, as well as the new and 
attractive crimped welded construction. 
Both protect and beautify property. 
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Cyclone “Red Tag” Flower 
Bed Border gives a yard a neat, well- 
kept look. Available in both Woven and 
Welded styles. Easy to erect—either with 
wood or steel stakes ... or by pushing its 
pickets into the ground. Comes in 100-ft. 
rolls and three practical heights. 











American Nails of every type, size 
and shape are now available in attractive 
1-, 5- and 10-lb. carry-size packages for 
do-it-yourself buyers, and a sturdy 50-Ib. 
carton for your carpentry trade. 
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Cyclone ‘Red Tag” Hardware 


Cloth with its welded selvage has many 
uses around the home and farm. Contrac- 
tors, too, buy it in quantity! 


American Welded Utility Fabric 
is ideal for poultry floors, bins, battery 
fronts, and various other types of en- 
closures for poultry and small animals. 


American Hextraline Poultry 


Netting offers extra strength and extra 
value because it has the additional rein- 
forcement of extra horizontal wires. Can 
be stretched taut without distortion. Un- 
rolls flat—never buckles. Does not need 
top or bottom boards. Easy to erect. 
Stays neat. 


Cyclone “Red Tag” Insect 
Wire Screening Its uniform mesh 


and improved multiple selvage insure 
snug, flat fit. Available in both steel and 
aluminum and in all standard widths 
and specifications. 


American Welded Wire Fabric 


This time of year, your customers will 
find plenty of opportunities to reinforce 
their concrete work with welded wire 
fabric. Put in a good stock and make 
extra money! Available in a variety of 
styles, lengths and widths. /t’s the same 
fine product contractors use! 

















USS StormSeal Galvanized 
Roofing and Siding Sheets 


combine structural strength with pleasing 
architectural appearance. StormSeal's 
leakproof features include twin drains, 
flat nailing seam and triple cross end 
crimps. Strong enough to be used on 
open-siat purlins. 


USS, American, Hextraline, StormSea/, and Cyclone are registered trademarks 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Steel Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 


Want more facts? Circle 119, p. 59 
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a lightweight tire 


"as 


Lightweigl 


Gazelle-like speed and lightness for easy-pedaling. 


Plus —a special deep non-skid tread design — the 
deepest tread of any American lightweight tire. This 
combination makes the U.S. Royal Lightweight the most 

wanted lightweight bike tire in America. 


SIZES: 26 x 1% (Fits British EA-3, E-3 and F-4 rims.) 
24 x 1% (Fits British F-3, E-5, and EA-5 rims.) Also 20 x 1% 
to fit British ESJ and Schwinn S6 rims. 


U.S. ROYAL AIRTITE 
LIGHTWEIGHT TUBES 


U.S. ROYAL STRAIGHTSIDE 
LIGHTWEIGHT TIRE 


ce 


Want more facts? Circle 120, p.59 
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A 2 billion dollar market.... 


by James M. Dixon, associate editor 


How about you? 


You’ll be going to the Summer hardware marketplace soon. You will be getting 
organized for a Fall and Winter season that looks very, very promising. The 
question of toys should loom large in your thinking and planning. 

But will it? Or will toys play second fiddle to various types of giftwares? 

You would do well to let this Toy Merchandising Guide help shape your think- 
ing in this regard. Why? Some dealers are careless in the buying and merchan- 
dising of toys; this suggests an ignorance of the greatness of toy sales potential 
and profit. 

Total U. S. toy sales will approach the $2 billion mark this year, continuing 
a remarkable growth record. Toys are big-league merchandise with big-league 
profits. And, this is not to say there are no problems, for there are. Discount- 
ers have made dents in toy sales as in all other high-profit lines. Imports are 
hurting domestic brands, too. 

But there is room for you. A piece of that $2 billion toy pie can be yours. 

There are many changes in toy merchandising these days, compared to just 
a few short years ago. The word “toy” is a misnomer. The simple playthings 
of the past have been replaced, largely, by sophisticated and scientific units 
that have as much fascination for adults as children. 

Unit sale prices have climbed into big ticket brackets on many key lines. TV 
exerts a large buying influence. And toys have reached out to become a year- 
round line, mostly because the economy favors the luxury of out-of-season 
buying. 

Still, entirely too many dealers methodically put toys out for only the weeks 
between Thanksgiving and Christmas. Why? Because they always have done it 
that way. 

Dealers who have changed, and maintain toys as a year-round department 
are richly rewarded with steady sales that entail profit margins in the 40-50 
percent bracket. They build an image in customers’ minds of the full-function 
family store. 


But it takes management, and management is especially important now as 
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A good hard look at the full market picture 


for toys in ’61 is the key to planning 
your Summer show visits now. 
Here is the market outlook, 

plus many facts and ideas 


for more profit in toys. 


Summer buying time draws nearer. 

Summer buying shows are loaded with profit opportunities. 

You get a chance to make advantageous purchases, yet won’t be pressed for 
cash until late in the season. You can be certain, if you buy enough, of having 
the scarce items when other dealers are turning down sales due to irreplaceable 
outs late in the Fall. 

Bargains, often last season’s models, are available as sales leaders to dealers 
who budget for their purchases now. Special deals and prices highlight Summer 
shows, and are not available later. 

Yes, management planning now means more year-round profits in toys and 
many advantages in the Fall marketplace. This Guide is designed to be an aid 
to your planning. 

Here is a review of the toy market. Here are ideas to spark new volume, 
and aids to help sales and management. But mostly, this Guide aims to heighten 
your interest in toys as a staple department, worthy of fuller attention 12 
months a vear. 

Toys can be sold by accident. Piles of toys in the front of any store are bound 
to produce some sales as Christmas nears. Yet how much better it is when toys 
are bought and merchandised according to a plan on a year-round basis. There 
is simply no comparison. Why settle for a few hundred dollars in sales or profit 
when the potential is in the thousands? 

It takes no special skill or knowledge to sell toys. Having the right toys in 
reasonable assortment and depth seems to be the basic requirement for sales. 
A good location, regular reordering and housecleaning, and a salesperson who 
has a knack for dealing with children are the other ingredients for a profitable 
full-year department. 

This Guide is your primer. The next step is to seek competent advice. Your 
wholesaler is the expert on the local market trends and toy merchandising in 
general. Let him steer you toward more profit in toys. 

If you have doubts, visit Sears, Ward’s, or any other large chain store. You 
will find toys in quantity, any day of the year. And these big boys make few 
mistakes. 
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Your FACT SHEET on TOYS 


no? 
Is your market growing! 


Trends and facts on the national level 


show steady movement that is bound to have 


local reaction for dealers ready for it. 


Do you think of toys as a sideline, a minor section? 

The first $2 billion retail sales year for toys will 
occur in the next year or two. A new high of $1.7 
billion in sales was reached in recession-dampened 
1960. This is big business. 

In terms of your store, the figure for 1960 is in- 
teresting. If hardware dealers were the only outlet 
for toys, every dealer in the nation would have sold 
more than $40,000 worth. 

Of course, hardware dealers are not the only out- 
let. 

Though a prime seller in the toy field, hardware- 
men have plenty of competition. The goal now is to 
get dealers like you more interested in the growth 
and profit potential of toys. This in turn will funnel 
more of the gross national toy outlay back to the 
hardware store. 

Toys belong in the hardware store, not the gas 
station or corner drug store. They always have. But 
when the service station dealer or druggist overpowers 
his traffic with massive displays, wide variety, and 
prices that seem to be rock bottom, you have a problem. 

What these bloom-overnight competitors have done 
is a simple two-step operation you can beat them af if 
you will try: 
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4,000,000 NEW BIRTHS 


(1) Close down the stock room. Hang everything 
up front for a mass impression of depth. 

(2) Cut a price here and there with heavy black 
crayon. Give the impression that all prices are 
trimmed to the bone. This is the discount house gim- 
mick, which, if you cannot beat you may as well em- 
ploy. 

You'll be well rewarded for your pains for two 
reasons: 

—The average toy you sell carries a 40-50¢ profit 
on every retail dollar. 

—The market is fabulous and it’s growing. 

Let’s take a closer look at the average dealer’s 
market. Consider yourself average for a moment. 

There are some 51 million children in the 15-years 
and younger bracket. This means you’ve got some 
1300 toy-age children in your trading area. 

This figure gains somewhat each year as about 4 
million new births take up the slack of children gradu- 
ating from toy age. 

In terms of 1960’s sales, an average of about $33 
is spent on every one of those 1300 children in your 
area. Here it must be emphasized that this is a year- 
round average, not just a Christmas fling at buying. 

Combining averages above, your immediate sales 





51 MILLION CHILDREN 
UNDER 15 YEARS 


potential is in the neighborhood of $43,000. How much 
of this pie you slice off depends on the amount of your 
competition and how you combat it. 

The first way to cut a bigger slice of sales is to 
make toys a year-round contender. Most of your 
heavy competition, at least pricewise, occurs in the 
Fall. Interest dwindles afterward, although the mar- 
ket is still potent. 

The second way to increase your market is to stock, 
display and promote for all of the natural toy buying 
peaks in an average year: 

Holidays—Easter, Halloween, etc. 

Graduations—All school levels. 

Seasonal—Sand toys, travel toys, etc. 

Birthdays—Every day of the year. 

Gifts—Newborn children, convalescents. 

Presents—Parties, thank you gifts, etc. 

Tie-ins—TV and “craze” toys. 

Rewards—Impulse buys for good deeds, good re- 
port cards, etc. 

The third facet to more toy sales is to back the 
section the same way you would tools or housewares 
as a staple department with stock control, houseclean- 
ing, and the responsible management of one person 
on the sales floor. 
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This much is certain. If you will give toys the 
same full-time consideration as other items offering 
similar profit potential, you cannot help but boost 
profits every month in the year. 

And when you have the trade in the habit of coming 
to you for toys, there’s a huge payoff in the big Fall- 
seasonal period when toys become dominant. 

There’s another aspect of the toy market that is 
becoming important. Toy, game, and hobby suppliers 
note a significant rise in adult purchases. This is par- 
ticularly true among retired folks end those under 
doctors’ care. 

More and more toys are being used as school and 
pre-school training aids. 

There are many such reasons for the emergence of 
toys as an all-season line. Consider the times. 

The average child today has enough toys to satisfy 
a number of children of a few decades ago. Christ- 
mas, as far as toy-gifts are concerned, is every week 
in the year. 

Status-conscious parents buy many toys to show 
their neighbors that their children do not want for 
anything. The right bike, wading pool and similar 
toys are integral features of the average suburbanite’s 
lawn. 

This leads to the key replacement factor. The child 
of a few decades ago knew he would have to make 
his pet toy last a long time. This is no longer true. 
Many toys are carelessly used and discarded the 
moment signs of wear are apparent. 

Little girls today have many dolls of good quality. 
Little boys have gun collections big enough to equip 
a squad of fighters. Parents give in to pleas for new 
toys because they can afford it, and because many of 
them remember the years of their own poverty in the 
great depression. 

All of these facets contribute to your toy sales poten- 
tial, every day of the year. 

Lastly, when you review your local market outlook, 
don’t underestimate your store’s image. Family store 
appeal, the idea of one-stop shopping for all family 
needs, clinches many decisions as to where families 
buy. 

Let’s face it. 

Somewhere along the line you added housewares 
and/or giftwares and a modern interior, to lure women 
into your store. 

You have made many such additions or changes to 
your store and merchandising plans to widen your 
customer appeal. This is changing with the times. 

Now that toys have become so important a part 
of family shopping all year long, it would seem to 
make good sense to give the line a chance to prove 
itself. 

Talk to your wholesaler. Ask his advice and his 
guidance. More than likely he’ll be able to show 
you copies of orders for toys in non-seasonal months, 
from stores just like yours, in quantities that will 
amaze you. 
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TOYS 22 ee Showem 


Dealers try toys as 
all-year department, 
find full traffic potential 


equal to many other staple hardware lines. 


Sell em 


| year 


and often with a better than average margin of profit and turnover 


How’s your store image? You have one, you know, 
regardless of the size of your store. 

A full-year display of toys in modest depth will do 
a lot to enhance your image. It rounds out your fam- 
ily store appeal and encourages one-stop shopping. 

Understandably, many dealers are slow to make the 
transition from parttime to full time toy merchandis- 
ing. They wonder about stock depth and assortment, 
and the type and location of displays after Christmas. 

Some merchandising ideas concerning a 12-month 
toy section are illustrated on these pages to help you 


Home-built bulk goods’ rack gives 12-month display to 
bikes, wheel goods, etc. Note shopping carts used by 
Oregon dealer in key traffic locations. 
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make decisions. There are many other ideas that will 
help you get a bigger slice of the $2 billion annual 
toy sales pie. For example: 

— Many dealers purposely keep toys in the back 
of the store. They know children will lead their par- 
ents to the toys, while exposing the parents to all 
other hardware lines. 

— Many dealers tell customers with children in 
tow to be sure to pick up their little free gift in the 
toy section before they check out. The free gift is 
usually a wad of bubble gum, an advertising balloon, 


Big year-round display of games and hobby kits has as 
much drawing power for adults as for children, says 
Washington dealer. 





or a similar penny-cost premium. 

— Many dealers place out-of-season emphasis on 
games and kits. There are two reasons for this. 
First, more and more adults are buying certain toys 
and games for leisure time activity. Second, the 
rage for recreation, family rooms in new homes has 
heightened this market. 

— Many dealers find it pays to specialize in one 
key line of toys, to draw repeat traffic and customers 
from other trading areas. Hobby kits, model trains, 
wheel goods, higher priced dolls, and sporting goods 
lead in this area. 


There are don'ts in building sales 


There are a few “don’ts” in year-round toy selling, 
principally: 

Don’t put high priced kits and games with many 
small parts within easy reach of small children. This 
also applies to fragile toys and easily-soiled expensive 
dolls. Let the parents do the handling. 

Don’t let kids in the 8-12 years bracket roam the toy 
section unwatched. The temptation to steal can be over- 
powering in that age, even among well-bred children. 

Don’t discourage youthful customers because their 
parents aren’t along. Be friendly with the small fry 
and they will steer their parents to you in time. 

Don’t forget to maintain layaway as a year-round 
sales vehicle. And don’t hesitate to accept handfuls of 
small change from children who want to pay off their 
own layaway accounts. 

Don’t forget to have your sales people use the want 
book to keep tab on new toy items. TV breeds many of 
them, and crazes such as hoops may start at any time. 

Don’t let a couple of slow weeks tempt you to narrow 
space or assortments. This happens to all hardware 
lines as seasons change. 


A Louisiana dealer separates boys’ and girls’ toys on 
either side on year-round, 16-ft gondola setup near back 
of store. It draws daily traffic through the store. 
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Fluffy animals make appealing displays, but dirty 
easily. Missouri dealer uses plastic bags to curb 
markdowns, while keeping shelves full all year. 


Build-it-yourself kits are big every-month business 
in Kansas store. Floor to ceiling perforated panel- 
ing is kept jammed, to interest hobbyists of all ages. 
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It’s nearly time for your wholesaler’s Summer toy show 


and the buying decisions that go with it. Plan for it now 


and watch profits climb in the second half of the year. 


Don’t go to your supplier’s Summer exhibit without 
a plan. Don’t earmark a few hundred dollars for toys 
and say, ‘When that’s gone, that’s it.” You may as 
well not go at all. 

You need a plan to govern your purchases, or you’ll 
be buying helter-skelter. You may wind up with too 
many dolls and not enough guns, or too many science 
kits and no construction toys at all. 

The plan need not be elaborate. All that’s needed 
is a memo on basic categories and the relative dollars 
to be spent in each. And you’ll need to know what 
mailers the wholesaler has in mind for Fall distribu- 
tion. You will have to have some idea of your own pro- 
motional projects. 

Finally, you must reach a firm decision as to whether 
you are going to feature toys only during the holidays, 
or as a regular line. 

Recent surveys show which items sell best by com- 
parison, and what retail price ranges are most popu- 
lar. This list (see opposite page) is your basic guide 
to investing open-to-buy dollars, even if you have 
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never purchased toys before. 

You temper this list with special purchases you'll be 
making to back consumer mailers and other advertis- 
ing. 

And you must decide on when you wish deliveries 
made, then double check the dates to be sure they 
don’t conflict with wholesaler’s dating terms. 


Most wholesalers who write Fall-delivery toy orders 
in mid-Summer offer generous dating terms. That is, 
you buy now for delivery in September or October. 
Your invoices are held until later for payment, yet 
you do not sacrifice cash discounts. 


With such terms offered, it is unwise to wait-and-see 
on key Fall items such as popular toy lines. If you 
wait, you’ll be at the end of the line for delivery. This 
usually happens when you need fast delivery most. 


It is always safe to buy toy futures on a 60-70 per- 
cent basis. That is, come recession or bad weather, 
you will always sell 60-70 percent of last year’s figures 
in any given staple product. 





* How 


If you sold 50 pairs of $5 roller skates last October- 
November-December, it is perfectly safe to place an 
advance order this Summer for 30-35 pairs. This gives 
you basic protection against shortages, and it helps 
suppliers gage their market. 

If you apply this thinking to all basic toy items 
such as wheel goods, dolls, sets, etc., you will see that 
you can order sizable amounts of merchandise in com- 
plete safety. You can rest assured, knowing that a 
good portion of your minimum requirements are cov- 
ered for certain delivery at a specific time. 

But this further emphasizes the need for an outline. 


You cannot order futures by whim or from memory. 
You need to look at last year’s purchase records. 


You need discussions with your staff to refresh 
memories of fast sellers and surplus items from the 
Fall-1960 season. 


In short, you need (1) a brief outline of last year’s 
winners and losers, (2) together with a breakdown of 
relative sales proportions of key items, and (3) notes 
on items scheduled for major promotions. These three 
facts are your foundation for buying at the Summer 
show that’s just around the corner. 

Besides the obvious economical advantages to being 
well prepared, there are other things to consider: 


—You can budget more accurately, have a cushion 
fov hot new items you’ll want to try. 


—You can cover the show more quickly, and much 
more confidently. 


—You can relax as Fall approaches, knowing the 
major elements of your program are covered. 


Start planning your visit now. Use the staples’ list 
as a guide to dollar-buying proportions in retail price 
ranges. 

Then look ahead on the calendar and rough out your 
promotion schedule for toys this Fall. 

Lastly, ask your wholesaler about promotional items 
and dates. 

You'll have a budget to go by and a sense of di- 
rection that too many dealers lack at Summer shows. 


to Duy 


Staple TOY lines this Summer 


No. 1 line: Riding toys and accessories 

Covers: Bicycles, wagons, spring-mounted pedal 
toys and fittings. 

Percent of annual toy sales: 18 percent. 

Average retail price: $15-16. 


No. 2 line: Dolls and accessories 
Covers: All types dolls, clothing, strollers, small 
accessories. 


Percent of annual toy sales: 17 percent. 
Average retail price: $4-5. 


No. 3 line: Sport Items, sets 

Covers: Real and miniature sports’ equipment. 
Percent of annual toy sales: 8 percent. 
Average retail price: $5-6. 


No. 4 line: Garages, barns, vehicles 

Covers: Non-ridiing trucks, autos, tractors, and 
accessories. 

Percent of annual toy sales: 7 percent. 

Average retail price: $2-3. 


No. 5 line: Science and crafts 

Covers: Electronic, scientic, craft, art toys and ac- 
cessories. 

Percent of annual toy sales: 6 percent. 

Average retail price: $2-3. 


Line No. 6: Trains and accessories 
Covers: All size trains, sets, accessories. 
Percent of annual toy sales: 5 percent. 
Average retail price: $8-9. 


Line No. 7: Housekeeping toys 

Covers: Sets, kits, miniature housewares and ap- 
pliances. 

Percent of annual toy sales: 4 percent. 

Average retail price: $2-3. 


Line No. 8: Guns and accessories 

Covers: Pistols, rifles, sets, related items. 
Percent of annual toy sales: 4 percent. 
Average retail price: $2-3. 


Line No. 9: Constructioin toys, tools 

Covers: Pounding and building sets, miniature 
tools. 

Percent of annual toy sales: 3 percent. 

Average retail price: $3-4. 


Line No. 10: Toy houses and furniture 
Covers: All miniature homes and furnishings. 
Percent of annual toy sales: 3 percent. 
Average retail price: $4-5. 


These 10 key lines normally will account for 75 
percent of your toy sales. 

The remaining 25 percent covers other items and 
sale specials. 
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his model kit are oblivious to the calendar. 
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TOY time all year?. . 


A lot of hardware dealers have, and some against 
their will, decided to test toys after Christmas. 

Some have done it to move leftovers. Others have 
begun under heavy urging by suppliers’ salesmen. 
Some are moved by editorial comment in business 
magazines such as HARDWARE AGE. 

No matter what the reason, the experiment will 
normally prove a success. That is, if toys are given 
half a chance on prominent displays with reasonable 
assortments. 

The experiences of three representative hardware 
dealers in widely scattered areas point up the prom- 
ise of toys as a full-year, full-profit line. 

The first dealer to speak is in business in Ogden, 
Utah: 

“A couple of years ago we decided to try a per- 
manent toy department. It would be toy time all 
year. Our all-year theme has been a success, with 
each year showing a substantial profit increase. 

“Now in our fourth year, the toy department has 
become well known through newspaper advertising, 
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year-round displays of toys in front windows, and 
best of all, through recommendations of satisfied 
customers. 

“It cannot be stressed too strongly that the per- 
sonnel in a toy department has much to do with 
its success. We learned this as we developed. 

“At first, only a basic stock of toys was carried, 
items such as dolls, games, books, and wagons. But 
the department grew, and it became necessary to 
add a much larger and varied selection of stock. 

“Now the toy center has all sorts of wheel goods, 
outdoor games, and backyard equipment such as 
tents. We have a separate cashier’s desk and wrap- 
ping counter just for toys. 

“Dolls, books, and games are year-round favorites. 
In Spring and Summer, outdoor play equipment such 
as gyms, slides, pools, etc., takes hold. Of course, the 
Fall and Winter take care of themselves with a 
naturally heavier demand. 

“A surprisingly good and profitable section is our 
Hobby Shop. Here, we’re building sizable traffic 





in physics and electronic sets, telescopes, and var- 
ious do-it-yourself kits. We feature hand-assembled 
samples of most ‘build-it-yourself’ kits. We find this 
section draws many adults.” 

Conclusion: Toys are here to stay as a year-round 
section. 


Dealer No. 2 has built an astounding toy volume 
on year-round basis in the economically depressed 
city of Pottsville, Pa. His comment: 

“My annual sales volume in toys runs in the 
$50,000-$100,000 range. And about $35,000 of the 
total is done in non-Christmas months. 

“IT have not always sold toys. Some years ago, and 
frankly against my will, I was advised to try some 
toys on my display counters. Toys caught on at 
once, and sales have been bounding ahead ever since. 

“IT must admit that I enjoy merchandising toys, and 
this seems to show in our overall effort. It’s easier to 
sell when your heart is in it. 

“We use a sales angle that not too many dealers 
think of, though they should. We do a fairly large 
volume through city institutions, such as orphanages. 


WHY NOT? 


Here are opinions of three dealers, 


thousands of miles apart. 


CONSENSUS .... 


**Sell toys ’round the calendar.”’ 
This feeling is shared by more 


dealers each year. 


WHY NOT YOU? 
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“They are given a 10 percent discount on bulk 
purchases, and often this gives me a chance to move 
regular items that aren’t selling as well as they 
should. 

“Sales to such institutions often run in the $100- 
$300 unit range.” 


Conclusion: In store toy sales can be widened by 
making outside sales for better 12-month volume. 


Dealer No. 3, Roswell, N. M., uses unusual pro- 
motions to make toys a better year-round profit 
producer. Comment: 

“Advertising and promotion have been the key 
factors in building our year-round toy volume. 

“Our most profitable promotion was begun about 
three years ago, and it has lead to still another prof- 
itable promotion idea. 

“We first advertised that we would photograph 
each child under 12 years old who was brought to the 
store. We set up lights and chairs, and used a cam- 
era that gives instant prints. 

“Successful? More than 1000 children were brought 
in to take advantage of our offer. The crowds drawn 
by the promotion increased sales about enough in- 
itially to offset the cost of the whole thing. 

“Naturally we developed new trade for toys and 
all hardware ever after. 

“The first promotion led to the second, which is 
a constantly evolving thing now. Each child being 
photographed was recorded by name, age, and birth- 
day in a master file. 

“Now we check the file daily, looking about four 
days ahead at birthday dates. Each child with a birth- 
day coming up is sent a birthday card. 

“We never stopped adding names to our first list. 
And the promotion has worked wonders. Parents 
thank us for our thoughtfulness. It is a small in- 
vestment and a little trouble that is paying hand- 
some dividends. 

“Now toys have become one of our top money 
making departments. It’s the little things that 
count.” 


Conclusion: The personal touch pays off in a year- 
round toy section. 


There are no hard and fast rules that will put 
you into a profitable year-round toy department. The 
opinions and facts above indicate some of the things 
that have worked for other dealers. 

Basically, the toy section has to grow on its own 
merits. It starts fairly small after Christmas. It has 
many seasonal aspects as the months roll on. It re- 
flects TV fads, and it has big gift potential. 

But if given the same consideration as other sec- 
tions offering equal profit potential, toys gradually 
will grow. 
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Toys ain’t hardware... 


— Overheard on a convention floor 


3 ‘J .. . | used to ignore toys. | was 20 years a hardwareman, and | 


said toys dida’t belong. They are like luggage and lamps, | said. We ought 
to sell hardware and nothing else. What are we running, a department store 
or a hardware store? | said. 


But something was wrong. The months and years were passing, and my 
volume was going strictly no place. In fact, for a couple of years there, my 
figures took a nosedive while other dealers in town were showing up fine. 


Then one sunny Summer afternoon the wife and | took a little motor trip 
just to get away from it all. No, | wasn’t impressed by the toys in Sears’ 
windows in some of the towns we passed, nor even the big hardware stores 


that featured toys. | still maintained in my mind that toys belonged else- 
where. 


My wife saw a country museum off the road in a valley beyond one of the 
towns we'd passed. Let’s stop and look in, she said, it will be fun. It was 
fun alright, standing in the middle of a replica of a hardware store of a hun- 
dred years ago. Sort of an eerie feeling. 


Then my jaw cropped a good foot when | took a good look around. The old 
scales, nail bins, and checkerboard-topped keg were there. Percussion rifles 
and powder tins lined the walls, and there were crude carpenter’s tools that 
could still build a house. There were also TOYS .. . toy banks and iron 
trains, and calico dressed dolls, and fine little metal soldiers and animals. 
To make maiters worse (or so it seemed just then), | noticed a lot of different 
kinds of oil lamps along some top shelves, and carpetbags and old fashioned 
trunks that looked something like steamer trunks do today. 


‘Look here,’ | said to the man who seemed to be in charge of the little 
museum, ‘how authentic is this deal? Are you trying to tell me this is what 
a hardware store looked like in the Civil War?’ The curator assured me that 
every pain had been taken by checking drawings, ancient photographs, county 
archives, etc., to make the store a very accurate replica. 


| began to think a lot about that incident after | got home, and slowly it began 
to change my outlook. | was a long time in changing, to make a long story 
short, but today my store is a different place. I’ve got a modest toy depart- 
ment and more fancy housewares, and | even sell some modern lamps (they 
do pretty gocd). | haven’t yet installed luggage, but | may. 


| don't know where | got my notions of what belongs, or doesn’t, in a real 
hardware store. But | know now | was wrong, and I’m making more money 
because | took the blinkers off. Now my rule for buying is: If it is a durable 
item for the home or farm (save furniture and the like), it may have a place 
on my shelves. At least, now | look before | make up my mind... . 


ee 
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RENTALS 


can bea year ’round profit source 


Here are details on setting up the rental agreement * importance 


of proper tool identification * insurance coverage angles * book- 


keeping needs * forms for checking profitability. 


by William P. Farrell, assistant editor 


This is Part 2 of a series of three articles on how to set up 
and operate a profitable rental department. This infor- 
mation is designed to provide, in one place, the complete 
details of the operation of a successful rental department. 
In addition to summarizing information that appeared pre- 
viously in articles published in Hardware Age, this Guide 
contains many additional facts obtained from special field 
interviews and other surveys. 


How to adopt a Rental Agreement 


A rental department isn’t complete unless you have 
a customer Rental Agreement form. Although some 
dealers use their regular sales slips, a special Rental 
Agreement is desirable because it serves two pur- 
poses: To record the entire rental transaction, and to 
protect against loss of a tool or equipment and injury 
and damage claims. 

Several manufacturers of rental tools and equip- 
ment provide dealers with Rental Agreement forms. 
However, some dealers prefer to print their own 
agreement to meet their own special requirements. 

The basic function of the Rental Agreement is to 
protect against loss or damage to your rental prop- 
erty, and to minimize your liability for damage or 
injury to property or persons while a tool is out on 
rental. The agreement is also a means of recording 
rates, extra merchandise sales, etc. 


That’s why, if you plan your own agreement, it 
should contain all the terms of the rental. Standard 
rental terms are generally considered to include the 
following: The dealer keeps title to the rental prop- 
erty; the renting customer cannot loan or sublet the 
tool; the renter must pay for damage to the tool and 
accept full responsibility for damage or injury to 
property or persons while the tool is in his possession. 

Typical Rental Agreements are shown in Fig. 1. 
These are actual samples of agreements which dealers 
have adopted. They can guide you in deciding what 
wording your agreement should contain. The precise 
wording of your agreement, however, should be 
checked by an attorney to be sure it meets all local 
legal requirements. 

The possibility of your tools being lost or sublet 
is small, as is damage to property or injury to per- 
sons by rental tools. Still, it is good practice to pro- 
tect yourself. 

Another function of the Rental Agreement is to 
put on record the entire rental transaction. Usual en- 
tries for this purpose are: Name, address and identi- 
fication of the person renting a tool; type of tool be- 
ing rented, its identification number, the rental fee, 
the date and time the tool is rented and the date and 
time the tool is due back at the store. Deposits should 
also be listed on this form. 

If you use your Rental Agreement as part of your 
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MINER'S HARDWARE INC. 


ee Ee vada 


WEST SPRINGFIELD MASS. 


TYPICAL RENTAL AGREEMENTS Tel. —RE4-7236 


Here are typical customer Rental Agreements used 
by hardware dealers. These agreements were de- RENTAL AGREEMENT WITH 
signed and worded by individual dealers with the 
aid of an attorney. These examples can guide you 
in deciding, with your attorney, what wording your 


agreement should contain. Di iscaniceicuocnephisehsionincs __Job Address 
Address os ae 





Phone 
Social Security No., License, Driver's License 





Equipment: 





Rates: 


Hourly Rete $ 


ROCKY’S Rental Center Daily Rete $s 


RENTALS, SALES AND SERVICE OF POWER TOOLS 
131 UNION ST. — Cor. of Main St. — SPRINGFIELD, MASS. TAKEN OUT 
Tel. RE 2-1031 





AM. Te Be Returned _ 
P.M. 


RETURNED ___ 





TIME IN 





. DATE OuT 
PHONE TIME OUT 


DaRiver’s LIC. CAR LIC. DATE IN 
EQUIPMENT RENTED a | Sei 
7) MOOR SANDER .. OUT | USED| UNIT PRICE! TOTAL NOT RESPONSIBLE FOR ACCIDENTS 


FLOOR EDGER | = Re ee Sos WHEN USING EQUIPMENT RENTED 





C PousHer 





FROM THIS STORE 








Pd. in Advance $ 








Additionc! Rent $ ieee . our USED | UNIT PRICE} TOTAL 
Tote! Rent $ en FINE 
MED. 


COARSE 


nie Rs SE oe 

















Tote! Chgs. & TOTAL SANDPAPER... $ 

CONDITIONS OF RENTAL CONTRACT 
1. Lessee will pay rent fer oll time rented property is in bis possession. Prompt returns 
save money. Weekly ond monthly rotes apply only when rented on o weekly or monthly 
boss 


2. Lessee will pey cleoning charges on rented property returned wacieen. Cleen returns 





reve morey. 
3. lessee acknowledge: receipt of the ebove rented property in first class working con- 
dition of the time steted herein. 
4. Lessee agrees thet the rented property will be vied solely by him. only at the oddress MERIT HARDWARE 
2087-89 EAST MAIN STREET 
. Lessee agrees te seve, até Gevafien ond tademelly taser eguing any nd of tis- BRIDGEPORT. CONN. N° Qt) 
bility or loss whetscever resulting from vse of the rented property h ; KS 
6. Lessee ogress te immedictely coase vsing ony rented property if it is unsafe or in Phone EDison 3-0103 
disrepoir, ‘Lessee will immediately notify Lesser in either cose, and Lessor agrees to re- We Rent and Sell Everything 
plece the rented property with similer property in good werking condition with reasen- 
Gispetch RENTAL BECORD CONTRACT 
. Lessee ogress, on ferminetion of this lease, to immedictely return the rented property 
2p Renhth th Wie Gaui eit Ao ath chain Wedline eter 6nd Gein om noigliamseiiiehaieiniitatamabimctiliaiiaiivisasiidaiite Date Taken Out ............. 
cepted. lessee cite agrees te poy for eny end cll domoges resulting to the rented Time Out AM 
penetiiie aiiliy i> Gis entenmiine er enter te eaten - pining: dnbenbelicetdteint o ES Eee SC 
8. If Lessee desires te extend this lease, he will immedictely se notify lesser te obtein — a ae Time Ret‘d.............. 
lesser s epprevel end the terms for extension. Lessee egress te poy chorges for this 
rentel in edvonce or immedictely wpon return of the property or on receiving @ stotement j _ Rental Per Day 
of charges for the rente!, ond thot oll collectién fees, ottorney s fees, court costs ond other - - : 
expenses invoived in collecting such rental charge will be poid by Lessee. Hourly 
| HERESY AGREE TO RETURN LISTED RENTAL EQUIPMENT IN THE SAME CONDITION AS , . Rate 
RECEIVED OR PAY FOR DAMAGE CAUSED BY ACCIDENTAL, CARELESS OF ABUSIVE USE. f} 





SIGMATURE X . : LESSEE 


2 











oe ———<—<—<—————— 





You will receive full Credit 


RENTALS oe © 0 oo wo (continued) 


~——+ 


| 
| 
bookkeeping system, all income from the rental and F + 


related merchandise sales at the time of the rental 


shou ld be also listed. All Equipment must be sane clean, all Sadia bags must be emptied, or 
Positive identification of the person renting a tool tere wil be an oddional charge fr cleaning the equipment. Equipment with 


gasoline engines must not be used indoors. 


should be established at the time of the rental. This ee. Si ee cae tenes a ee 


- ‘ understand MERIT HARDWARE chal! n> be held responsible for any Personal or Property 

is important. Of course, you don’t embarrass regular pra t aadewued tet Go snake) emmmmenstn, supuniiise <t the ime of the doy ‘ken out and 
it must be paid for by the day and returned before the close of day (6:00 p.m.) or dn cdditionc! 

customers well known to yourself and staff by asking Nicaea caning 

. . ° Signed....... 
for identification. But other customers should be re- cient pope fuciahed for sanding Jeb. When unused papa 
. . *,°* . ° ° returned 
quired to furnish positive identification that can be gee 


recorded on the Rental Agreement. Usual source of 


t 
} 
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FIG. 2... . THE RENTAL RECORD CARD 





Here is the Rental Record 


Card, both sides in actual 
Tool 





size, which shows at a 


glance if a tool is “IN” Dote-Ti Date-Ti 
or “‘OUT”’ of the store. ver rea a “ay 





ix 


Ticket No. 





This card is a_ regular 
3 x 5-in. index card that 





can be kept in a file box 
on the rental department 





counter. 

















Tool 











Date-Time | Date-Time 
Out Due In 








OUT 


Ticket No. 




















Hardware Age Form No. 11-A 
































identification is a drivers license or Social Security 
number. 

Experience shows that it pays not to take any 
chances with the customer who balks at furnishing 
positive identification. Don’t rent tools to this type 
customer. It’s better to risk the loss of the rental in- 
come than a lost tool. 

As a further protection against losing tools, it is 
good practice to identify each tool in your rental de- 
partment. Identification can be from the serial num- 
bers of the tool or your own personalized identifica- 
tion, such as a special coloring on the tool, a painted 
number, or a number put on with a metal stamp. 

After you have filled in all the details and terms 
of the rental, the customer should sign the agreement. 
Also, make sure the renting customer understands the 
agreement. To be sure he does, make the agreement 
out in duplicate and give the customer a copy. 








How to protect yourself with insurance 


Insurance claims against dealers arising from per- 
sonal injury or property damage are among the low- 
est of all claims. Nevertheless, insurance protection 
is necessary. 


You cannot rely fully on the terms set forth in 
your Rental Agreement to satisfy all potential legal! 
liabilities. Situations can arise where you may have 
a liability despite your claims in the agreement. You 
need liability insurance to protect yourself against 
these possible claims. 

This insurance is usually written as an extension 
to a store’s regular liability policy, but a separate 
policy is also available. 


Minimum liability coverage for rentals recom- 
mended by insurance officials is: $25,000 for property 
damage, $50,000 for injuries to one person; and $100,- 
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RENTALS . .. . 2. 5 (continuea) 


000 for injuries to more than one person. Cost for 
this type coverage ranges from about 50¢ to $1.50 
for each $100 of rental receipts, depending on a 
store’s location. 

Optional coverage is theft insurance. A _ store’s 
regular theft policy usually covers the loss of rental 
equipment stolen from the store. However, coverage 
against theft of rental tools after they leave the store 
is difficult to obtain. Fortunately, experience shows 
such thefts to be rare. 

Consult your insurance agent for full details about 
insurance coverage for your rental department. 


How to set up a bookkeeping system 

The success or failure of a rental department hinges 
greatly on the records you keep. To make your rental 
department a profitable department you should have a 
complete history of each tool in your rental inven- 
tory. Too many rental operations lose money simply 
because of inadequate records. For instance, you can’t 
set rental fees intelligently without good records. 

As a minimum, you should have a record of the 
number of times each tool is rented, the income 
realized from the rental, the money you’ve spent to 
repair and maintain each tool, and the cost of each 
tool. 

Your records should also show the maintenance 
schedule and date of purchase of each tool, income 
from related sales at the time of the rental, or as a 
direct result of the rental, and the money you’ve 
spent to promote and advertise your rental depart- 
ment. 

This information is vitally necessary if you want 
a complete picture of income and profit from your 
rental department. These records will also help you 
decide if a particular tool is profitable or not, whether 
you should add a second model of a certain tool, or 
drop one. They will show you when a tool needs re- 
placing, or when to sell the rental equipment before 
the period of high maintenance sets in. 


Rental bookkeeping isn't complicated 

Fortunately, a rental department bookkeeping sys- 
tem is not complicated. There are several methods 
of keeping rental records and even the most effective 
require just a little time, and are easy to set up. 

The bookkeeping method described here was devel- 
oped after careful study of the various methods of 
rental bookkeeping used by hardware dealers, and 
modified so it could be used by all dealers. 

To apply this method, only three easy-to-use forms 
are needed. They are: 


1—The customer Rental Agreement or sales slip 
(see Fig. 1); 

2—The 3 x 5-in. Rental Record Card (see Fig. 2) ; 

3—The Rental Record Form (see Fig. 3). 

The function of the first form, the Rental Agree- 
ment (or a sales slip if you have no Rental Agree- 
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ment) was explained previously in “How to Adopt a 
Rental Agreement.”’ This form records all the details 
of the transaction at the time of the rental. 

When a tool is being rented, there’s usually not 
enough time to get into detailed bookkeeping, so it is 
important that the basic information be entered on 
this form. 

The signing of the Rental Agreement takes care of 
the customer’s needs. Now you want to be ready to 
rent to the next customer. In order to do this, you 
should know quickly what tools are in the store and 
which are out. This record is kept on the Rental 
Record Card, see Fig. 2. 

This card is a regular 3 x 5-in. index card which 
can be placed in any file box on your counter to show 
at a glance if a tool is “IN” or “OUT” of the store. 


A Rental Record Card for each tool 

A separate Rental Record Card should be made out 
for each tool in your rental inventory, showing the 
name of the tool and rental fee. When you complete 
a Rental Agreement, immediately enter on the Rental 
Record Card the name of the person renting the tool, 
the date and time the tool is rented and the date and 
time it is due back in the store, and the number of 
the Rental Agreement. 

Then, the Rental Record Card should be placed in 
the file box with the “OUT” side showing. This will 
show at a glance to everyone concerned the status of 
that tool. 

When the tool is returned by the customer, you 
refer to the Rental Agreement, check changes, etc. 
Then you take the Rental Record Card for that tool, 
enter the date returned, and replace the card in the 
box with “IN” showing. 


Experience shows card a time saver 

Experience shows that using this type card elimi- 
nates a surprisingly large amount of time spent by 
dealers and employees in trying to determine the 
whereabouts of a particular tool. Any tool in stock, 
ready for rental will show “IN.” Tools out on rental 
will show “OUT.” 

The third and final form used for this method is 
the Rental Record Form, Fig. 3. This form supple- 
ments the customer Rental Agreement and the Rental 
Record Card. 

This form is used only in the bookkeeping office. 
It assembles information for management to make 
some decisions, such as the number of times equip- 
ment is rented, rental and other income, maintenance 
schedule and costs. All this information is useful in 
determining your profit, setting fees, and deciding 
when to replace and when to sell rental equipment. 

If you use the Rental Agreement and the Rental 
Record Card as part of your bookkeeping system, the 
information from these forms should be entered on 
these permanent Rental Record Forms every week. 

The Rental Record Forms are 8% x 11-in. and will 





Here is the Rental Record Form, in reduced 
size, for keeping records of rental income, 
maintenance costs, and all other information 
for each item of rental equipment. Actual size 
of the form is 814 x 1l-in., punched to fit the 
standard three-ring binder. 








HARDWARE AGE SIMPLIFIED RENTAL RECORD FORM 
SERVICE RECORD 
TOOL DATE BOUGHT, RENTAL FEES 


This l should be se ours 
TOOL NO ORIGINAL COST — tool ould be serviced after every hours of rental. © 


Day 
MAKE OR MODEL DATE SOLD Week 
Weekend 
RESALE PRICE Minimum What to do when servicing this tool: 
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RENTAL TOTAL 
INCOME INCOME 




















FIG. 3... THE RENTAL RECORD FORM 


List here dates of service, parts installed, costs, etc. 








Date Work Required 













































































SUMMARY 











Rental income (total) 





Resale price 





TOTAL INCOME 








Original Cost 





Maintenance Cost (total). 








TOTAL COST 





PROFIT 
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fit the standard three-ring binder, so you can set up 
one book to cover the entire rental department. 

Here is how the Rental Record Form is used: 

One sheet is used for each rental tool. On one side 
of the form you fill in the name of the tool, its number 
and make or model. The make or model line is included 
so you can compare similar tools by model to see 
which stands up the best in rental use. 

Rental fees are also listed, to be revised later if 
income is not sufficient to cover expense. The date 
the tool was purchased and its cost should also be 
listed. The cost is needed to determine net profit; the 
date to determine how long the tool has been in use. 

On the other side of the Rental Record Form you 
fill in how often the tool should be serviced and what 
points should be checked. This will help cut down on 
maintenance costs and keep the tools in top operating 
condition longer. 

The rental dates, rental income, tie-in merchandise 
sales, and total of rental incomes and tie-in sales 
should be filled in the appropriate columns. The 
date, work done, and repair costs are filled in in col- 
umns marked for this when the tools are serviced. 

If you plan on selling rental tools after a period 
of time, simply add the cost of the tools and any 


maintenance charges, and compare with total income. 
This will guide you in setting a selling price. Space 
for this arithmetic is provided on the form. 

This three-part system is most applicable to the 
dealer who has a rental inventory of 20 or more tools. 
But, the dealer with an inventory of less than 20 tools 
can develop adequate records by using only the first 
and third forms. The only difference in this type 
system is that the information on the Rental Agree- 
ment is transferred directly to the Rental Record 
Form, instead of to the Rental Record Card. A dealer 
with less than 20 tools would not need an “IN” and 
“OUT” file because of the minimum of items in the 
department. 





Part 1 of this Guide appeared in the May 4 issue, 
and explained the basic steps in determining the tools 
best suited for your rental department, how to select 
the best type of rental tool, and how to set up a profit- 
able rental fee schedule. Part 3 of this Guide will 
appear in the June 1 issue, and will show how to 
locate and promote your rental department. 








HOW TO OBTAIN RENTAL BOOKKEEPING FORMS 


Rental bookkeeping forms similar to the Rental Record Form and Rental 
Record Card described in this Guide can be made up by your local printer. 
Or, as a service, Hardware Age makes these forms available in the follow- 


ing quantities: 


Rental Record Form (HA Form No. 11)—15 for $1, postpaid 
Rental Record Card (HA Form No. 11-A)—30 for $1, postpaid 


Dealer order coupon 


Please send me________ Rental Record Forms (Form No. 11) at 15 for $1, postpaid 


—Rental Record Cards (Form No. 11-A) at 30 for $1, postpaid 


Mail to: 


Make check or money order payable to “HA Reader Service Dept.’’ Mail to Hardware Age, 


Chestnut & 56th Sts., Philadelphia 39. 
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Who reads 


Dear Editor: 

All our clerks have been receiving 
HARDWARE AGE for some time now, 
and it would be interesting to see 
how thoroughly they read each 
issue. I think they ought to read 
every issue, but I don’t know 
whether or not they do. 

Perhaps we could have some fun 
if you would publish this note. 

I will pay a silver dollar to the 
first five clerks of the Elmhurst 
store who draw this letter to my 
attention. 

Let’s see what happens. 

Cordially, 
Phil Soukup 
Soukup’s 
Elmhurst, IIl. 


Private brands 


Dear Editor: 

In reference to the editorial dis- 
cussion on p. 8 of the April 6 issue, 
I thought you’d like to know that 
we have on display now, backed up 
by a stock of 13 electric irons, 10 
electric percolators, hand mixers, 
hair dryers, electric fryers, 7 toast- 
ers, broilers, etc. 

We have on hand about $2000 in 
these items. Unfortunately, not one 
of these is a nationally advertised, 
national brand. 

We couldn’t make money on the 
national brands, but we are making 
a buck with some private brands. 

I think this emphasizes the points 
raised in your editorial. 

Yours truly, 
Benn’s Hardware 
Benn’s Hardware Store 
Bayside, N. Y. 


Editor’s note: This letter is an un- 
happy commentary on what is hap- 
pening to some national brands. 
However, I think Benn’s is going 


L ottone from Hardware Age Readers 





too far in dropping all national 
brands. There are still many out- 
standing nationally advertised prod- 
ucts sold in thousands of hardware 
stores. There could be more, if fac- 
tory policies would recognize the 
problems they share with thousands 
of retail dealers across the country. 


No discounters 


Dear Editor: 
Congratulations on the editorial 


of Apr. 6. Let us preach it more. 
I have one thing in my store that 
discounters cannot sell. That is 
“T.” And, some manufacturers that 
have gone to Japan will find that I, 
for one, am not selling foreign made 
goods. 

Sincerely, 

A. Leinart 

Biglerville Hardware 
Biglerville, Pa. 





Buy USA 


Dear Editor: 

Since Jan. 1 we have put on a 
concentrated drive to all of our 
dealers, recommending that they 
“Buy USA products.” A-copy of a 
card we use is enclosed. We feel 
that, unquestionably, the trend has 
been tremendous and very gratify- 
ing, especially since a number of 
manufacturers have followed up 
with the same type of program. 

We can honestly say that when 
our salesmen discourage foreign 
products and recommend “Buy 


made in USA,” it has always met 
with excellent results. 

We recommend that all building 
material distributors and manufac- 
turers continue to follow up, with- 
out let-up, this type of plan. May 
we repeat the old adage, “In unity 
there is strength.” Let us all pro- 
tect our American industries and 
workers. 

Very truly yours, 
David Katz 
General Manager 
Master Supply Co. 
Atlantic City, N. J. 


... the card used by Master Supply 








MASTER SUPPLY CO. RECOMMENDS 


BUY U.S.A. — ALL THE 


BUY PRopUcTs “MADE IN U.S.A.” 


THE JOB YOU SAVE MAY BE YOUR OWN !!! 


WAY! 


From U.S.A. MATERIALS 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 59, and mail 


Item |! 
Cordless electric drill 


Black & Decker’s cordless electric 
l,-in. drill has all the characteris- 
tics of a regular electric drill in 
drilling wood and metal, but can be 


used miles from any power source. 
It is driven by power cells in the 
handle which can be re-charged 400 
times before replacement is needed. 
The power cells are rechargeable by 
a unit that plugs into the drill and 
any conventional electrical outlet. 
The drill has a new type electric 
motor that is totally enclosed and 
shockproof. It weighs 4-lb, and re- 
tails for about $50 including the 
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power cell, but excluding the charg- 
ing unit. Black & Decker Mfg. Co., 
Dept. HA, Towson 4, Md. 


Item 2 


Display rack for screening 


Here’s a sturdy steel wire rack 
for displaying and dispensing insect 
wire screening. It holds nine rolls 
of most popular types and widths of 
Cortland Brand screening, and is 
available with the purchase of 
screening. Display sign with a 
chart for converting lineal feet to 


square feet is supplied with the 
rack. Wickwire Brothers, Inc., Dept. 
HA, Cortland, N. Y. 


Item 3 
Painters’ tools displays 
Three metal-frame displays which 


ean be hung on a wallboard or used 
on a counter hold a complete de- 


partment of putty knives, wall 
scrapers, wood scrapers, spachtling 
knives and painters’ specialty items. 
All items are carded to encourage 
impulse buying. Displays hold 
from 5 to 10 different tools—either 
8, 6 or 12 of each. Displays yield 
profits ranging from $10.68 to 
$13.38. Total list prices to the 
dealer range from $26.70 to $33.45. 
Red Devil Tools, Dept. HA, Union, 
| oS 





Here is a quick Check 
List of items described 
in the following pages 


Item 4 
New brush design, packaging 


Kellogg’s household brushes have 
new design and packaging for fast- 
er turnover and increased impulse 


buying. Packages include bubble 
packs, polyethylene bags, or gold 
tag printed in three colors. A va- 
riety of floor, counter or shelf dis- 
plays are also available. Kellogg 
Brush Mfg. Co., Dept. HA, West- 
field, Mass. 


Item 5 
Children's glove display 

Riegel’s Trading Post assort- 
ment contains three styles of pre- 
priced and pre-packed children’s 
gloves. Styles include viny! coated, 
water repellent snow mittens; jer- 
sey gloves with imprints of cow- 
boys, Indians and astronauts on 
gauntlet cuffs; and_ all-acrilan 
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NEW EQUIPMENT FOR STORE 


10-colorant color machine 


Portable price marker 
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] Plastic bags for fasteners 
[] Complete automatic entrance .... 
[] Holster for price markers 


[] Colorant dispenser rack 





gloves in dress-up styles. Addi- 
tional assortments are also avail- 
able, as well as wire merchandising 


racks for wall or counter. Riegel 
Textile Corp., Dept. HA, 260 Madi- 
son Ave., New York 16, N. Y. 


Item 6 
Civil War tent replicas 


Fulton has replicas of “dog” 
tents to commemorate the Civil 
War Centennial. Yankee tents are 
in solid blue with US imprint; Con- 
federate tents are gray with official 


CSA symbol. Tents are regulation 
5 x 7% ft, made of durable 5.55 oz 
drill. They’re packed in individual 
cartons with accessories. Sug- 
gested retail price is $9.95. Canvas 
Div., Fulton Cotton Mills, Dept. 
HA, Box 1726, Atlanta 1, Ga. 


Item 7 
Tape rule, refill assortment 


Lufkin’s Quik-Turnover tape rule 
and refill assortment items are all 
in hang-up packages to fit into 
existing displays. Tapes include 
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Want more details? Just circle item number on p. 59 


seven Mezuralls, six Mezur-Matics 
and four Pee Wee rules. Also in- 
cluded is a 100-ft banner tape and 
five Universal replacement blades. 
Retail of the assortment is $44.38; 
dealer cost $26. Lufkin Rule Co., 
Dept. HA, Saginaw, Mich. 


Item 8 
Emergency car shovel 


Here’s a shovel for automobile 
emergency use in snow, mud, sand 
and cinders. The Car Shovel fits 
into any automobile trunk. It has 


t 


a fire hardened 26-in. ash handle 
with a steel “D” top. Carbon steel 
blade is 834-in. x 14-in. True Tem- 
per Corp., Dept. HA, 1623 Euclid 
Ave., Cleveland 15, Ohio. 


Item 9 
Lightweight garden tiller 


This Deluxe Starflyte Garden 
Tiller, Model K-10, weighs only 
9 lb. Eight hardened steel tines 
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cut 614% in. deep, and are easily re- 
moved for sharpening. Blade speed 
is 350 rpm, no load. Tiller has 1 hp 
AC motor with multiple roller 
thrust and bronze bearings, safety 
switch, auxiliary handle and wall 
hanger for storage. It’s available 


in blue, white and chrome. Sug- 
gested retail price is $44.95. Port- 
able Electric Tools, Inc., Dept. HA, 
1200 E. State St., Geneva, Ill. 


Item 10 
Touch-up colors assortment 


Tipon’s furniture and appliance 
touch-up assortment No. 7 includes: 
24 tubes appliance white, 12 ma- 
hogany, 12 walnut, 6 maple, 6 
blonde, 6 black and 6 gold. Tubes 
have retractable nylon brush appli- 
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cator. They retail at $1 each. Re- 
tail value of the assortment is $72, 
dealer profit of 40 percent. Dealers 
ordering assortment get free dis- 
play rack and table radio bonus. 
Tipon Corp., Dept. HA, 1646 S. 
Vermont Ave., Los Angeles 6, Calif. 


Item IT 
Press type nuts display 


Each of the Replac-A-Nut Handy 
Paks on this 11 x 14-in. display 
contain seven assorted most com- 





monly used press-type nuts. 
Twenty-four of the Paks are mount- 
ed on the impulse display card, and 
are pre-priced at 29¢. Dealer cost 
per display card is $4.18, retail 
value is $6.96, dealer profit $2.78. 
Twelve display cards packed per 
unit shipping case. Necessa Prod- 
ucts Co., Dept. HA, 1091 Stuyve- 
sant Ave., Irvington, N. J. 


Item 12 
Cartridge line expanded 


Four cartridges have been added 
to the 1961 lines of Winchester and 
Western center fire ammunition. 
They are: 30-30 Winchester with 
150 grain Power Point bullet to 
retail for $3.75 per box of 20; the 
303 British with 180 grain Power 
Point; 30-06 Springfield with 125 
grain Pointed Soft Point; and the 
308 Winchester with 125 grain 
Pointed Soft Point, to retail for 
$4.75 per box of 20. Winchester- 
Western Div., Olin Mathieson 
Chemical Corp., Dept. HA, New 
Haven, Conn. 


Item 13 
Wastebasket-storage bin 


Hide-A-Basket, Model No. 6705, 
is a durable wastebasket in wash- 
able plastic that features a storage 
compartment in its base. It can be 
used in bathroom, bedroom, or as 
an accessory container for sewing 
or hobby items. Quilted texture 
with gold trim comes in lilac, sky 
blue, geranium pink, yellow, white, 





No. 2 Hooded Basement Bailer 


There’s a Little Giant Pump ‘for any liquid handling application 
...and more PROFITS for you when you handle our complete 
line. Little Giant Pumps can be used in landscaping applications, 
as a sump pump, in many other ways around the house or busi- 
ness. Contact us today for prices, specifications and the name 
of your Little Giant representative 


Want more » fected Circle 121, p. 59 
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and mist green. Overall height is 
16%, in. Base is 9 x 5 x 5% in. 
deep. Suggested retail price is 
$2.98. Plas-Tex Div., Cal-Dak Co.., 
Dept. HA, 2525 Military Ave., Los 
Angeles 64, Caltf. 


Item 14 
Ironing board storage rack 


This storage rack holds ironing 
boards or carpet sweepers firmly 
in place on walls or back of doors. 
It’s easy to install and will not in- 


SHIDE Away 
THAT ALLA LAL 
STORAGE RACK 





terfere with opening or closing of 
doors. Finished in a lustrous brass 
plate, it is bubble packed and pre- 
priced at 49¢. Travco Plastics Co., 
Dept. HA, 1041 E. 46th St., Brook- 
lyn 3, N. Y. 


Item 15 
Garden sprayer products 


This 2-wheel Garden Genie spray- 
er applicator is made of aluminum, 
steel and plastic, and weighs 81% lb. 
Unit is water-pressure powered, 


56 © HARDWARE AGE, May 18, 1961 


throws a 10-ft wide spray up to 
30 ft. Spray solutions are contained 
in removable plastic jug; enough 
solution for up to 60 gallons fertili- 
zer, 20 gallons insecticide or fungi- 
cide. Sprayer retails for $19.95. 
Weeder Bar attachment, retailing 
for $7.75 eases application of weed, 
clover, and crabgrass killers. A 
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watering set, with curved extension 
handle for watering hanging plants, 
flower boxes, roots, retails at $6.95. 
Sawyer’s, Ine., Dept. HA, Box 123, 
Portland 7, Ore. 


Item 16 
Sturdy linoleum knife 

Model LK-25 linoleum knife is 
the newest addition to the Great 
Neck line of hand tools. Blade is 
chrome-plated, tapered tool steel 
with tangs securely riveted into the 
hand-formed, hardwood handle. A 








nickel-plated ferrule gives finished 
look. Designed for the mechanic as 
well as the home craftsman. Great 
Neck Saw Manufacturers, Inc., 
Dept. HA, Mineola, N. Y. 


Item 17 
Insect repellent torch fuel 


Tiki torch fuel is guaranteed to 
repel mosquitoes and similar night 
flying insects. Available in quart 





and gallon sizes, packed in litho- 
graphed cans and shipped in coun- 
ter display cartons. Tiki Torch Co., 
Dept. HA, Torrance, Calif. 


Item 18 
Carded beverage accessories 


These three carded beverage ac- 
cessories are part of Irvin Ware’s 
17-item Merry Mixers line. Double 


i 
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jigger, No. SK-131 (left), retails 

at $1; bottle and can opener, No. 

SK-839 (center), retails at $1, and 

the tea ball, No. SK-245 (right), 

retails for 75¢. Most items are 

packed one dozen per box, six dozen 

to a master carton. Irvin Ware Co., 

Dept. HA, 43-30 38th St., Long : 
Island City 1, N. Y. 


Item 19 

Sliding door hardware 
Standard-Keil’s improved sliding 

door hardware is easily attached to 

stock jamb and requires no measur- 

ing or alignment. Track is nailed 

















LEARN HOW 
“DIAMONDS 
for DEALERS” PLUMBING BRASS 
hands you more profit! 


Here is the complete line tailored for Hardware Dealers! 
Modern styling, top construction and value packed to 
insure customer satisfaction and highest profit! Call your 
Wholesaler or send coupon. 


STERLING eoscet company 


“Where Quality is Produced in Quantity” Morgantown, West Virginia 


STERLING FAUCET COMPANY 
Morgantown, W. Va. 


Please send folder “Hardware Group of 
Plumbing Fittings” 


COMPANY... 
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or stapled between split-jamb sec- 
tions, and completed jamb is slipped 
into the rough opening. Nylon Oil- 
ite sheaves and heat-treated track 
provide true center-hung doors that 





ride quietly and will not jump track. 
Hardware is packaged in three 
sizes, for 4, 5 and 6 ft openings. 
Standard-Keil Hardware Mfg. Co., 
Dept. HA, 2581-85 Atlantic Ave., 
Brooklyn 7, N. Y. 


Item 20 
Quick-dry semi-gloss finish 
Smoothee Semi-Luster Enamel’s 
full-color line harmonizes with 
Smoothee Vinyl! Flat Finish. Semi- 
Luster dries in one hour, leaving 
no odor. Painting can be done with 
same tools as flat finish, and tools 
ean be cleaned with water. Vinyl- 
acrylic based, it’s fire retardant, 





washable, impervious to water 
staining and to bleeding of dyes. 
Dutch Masters Paint & Varnish 
Co., Dept. HA, 29 Wythe Ave., 
Brooklyn 11, N. Y. 
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Item 21 
Electric hedge trimmer 


Here’s a powerful, vibrationless 
electric trimmer for hedges, shrubs, 
evergreens and small branches. Its 
self-feeding, self-sharpening cutter 
bar is 1214-in. long and made of 
spring loaded tool steel. Unit has a 
5-position shockproof lucite handle, 
special American Process motor, 
and is styled in a blend of rich gold, 





off white and lustrous chrome. 
Called the American Fastcut trim- 
mer. American Power Tool Co., Div. 
of American-Lincoln Corp., Dept. 
HA, 518 S. St. Clair St., Toledo 3, 
Ohio. 


Item 22 


Economy-priced door closer 


Security’s new economy - priced 
hydraulic door closer is made with 
extruded 


a seamless aluminum 





housing, tested at 50-degrees below 
zero. Called the Twirl-O-Matic, it 
can be adjusted simply by twirling 
the tube, and allows the door to 


swing open up to 120 degrees, then 
glide smoothly to a close. The unit 
is precision engineered and of con- 
temporary design. Security Storm 
Lock & Hardware Corp., Dept. HA, 
1515 Hart Place, Brooklyn 22, 
fee 


Item 23 
Plastic water ski belt 

This plastic ski belt has Goodrich 
Koroseal foam permanently bonded 
to heavy-duty closing straps. A 
slip-on cover design allows cover to 





be washed or replaced. Available in 
three sizes, in either orange or nau- 
tical design. Atlantic-Pacific Mfg. 
Corp., Dept. HA, 124 Atlantic Ave., 
Brooklyn 1, N. Y. 


Item 24 
Black-one-side cooking foil 


Jet Chef cooking foil has a black 
outer surface that absorbs cooking 
rays, while shiny inner surface re- 
flects heat into food being cooked. 
Cuts cooking time approximately in 
half. Comes in a point-of-purchase 
display carton containing twelve 
4-color packages. Each package has 
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FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 


postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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A quick, easy way to keep up to date 
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HARDWARE AGE 


Post Office Box 60 
Village Station 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


P Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
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QUICK-READING 
STEEL TAPES 
WITH NO-GLARE 


Satin-Chrome 
FINISH \ 
RESIST WEAR, \ 
RUST, CRACKING, 
CHIPPING 


SATIN-CHROME FINISH — pioneered by the biggest value you can offer at a popular price — 
Starrett and hailed by craftsmen as the major devel- quick-reading graduations with red foot figures 
opment in measuring tools —- is now available on before every inch mark; rugged, electroplated steel 
new Starrett No. C530 Series SATIN-CHROME case; tough red Vinyl covering; Nylon rollers; extra- 
Steel Tapes. It combines a no-glare, easy reading long push-button handle. Available in 25, 50, 75 or 
finish with high resistance to stains, corrosion and 100 foot lengths. Ask your Starrett salesman or 
wear — also resists cracking, peeling and chipping. write for complete information. Address Dept. A., 

Check the many other quality features that make The L. S. Starrett Company, Athol, Massachusetts, 
these new Starrett SATIN-CHROME Steel Tapes U.S.A. — World’s Greatest Toolmakers. 


TA ne LS 


e Finest quality %” wide tempered steel tape line. before every inch mark. Show total feet and inches 


e No-glare SATIN-CHROME finish ends eye-strain, at a glance. 
resists stains, corrosion and wear. e Nylon rollers for smooth operation, cut wear and 
e Graduations and figures direct bonded on steel. damage to tape line or case. 
Recessed below SATIN-CHROME finish for pro- e@ Extra-long, flush-fitting, push-button handle gives 
tection against wear. extra leverage for quick, smooth rewind. 








@ Tough, resilient, clear overcoating for extra wear 
resistance and long life. 


@ Quick-reading graduations with red foot figures 
PRECISION TOOLS 


World's Greatest Toolmakers 


PRECISION TOOLS « DIAL INDICATORS « STEEL TAPES « GROUND FLAT STOCK « HACKSAWS « BAND SAWS « BAND KNIVES 
Want more facts? Circle 123, p. 59 
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(Continued from page 58) 
two 24 x 24 in. sheets, four 12 x 18 
in. sheets and eight 12 x 12 in. 
sheets. Retail price is $1.95. Ship- 
ping carton has six counter dis- 
plays, 72 packages. B. F. Gladding 
& Co., Inc., Dept. HA, South Otselic, 
ma 


Item 25 

Easy-to-use rust remover 
Do-it-yourselfers will be attracted 

by this easy-to-use Rust Killer. 

Users just wipe on, rub with steel 

wool, rinse rust and oxidation from 





metal] surfaces. It also cleans and 
etches metals, leaving a good bond- 
ing surface for painting. Rust 
Killer comes in a 16-0z unbreak- 
able plastic bottle, retailing at 
$1.49. Counter easel displaying a 
bottle of Rust Killer, plus window 
banners are given dealers. Martin- 
Senour Co., Dept. HA, 2500 S. 
Senour Ave., Chicago, Ill. 


Item 26 
Motor for mower, boat use 


Homeowners wanting a power 
lawn mower and small outboard mo- 
tor for weekend fishing will be 
traffic for Pennsylvania’s Outboard 
Mower. The unit consists of a 
Pennsylvania Deluxe or Standard 
Series rotary mower from which 
the engine can be detached and con- 
nected to a special outboard kit. No 
special tools are required for con- 
version, and the motor will propel 


62 «© HARDWARE AGE, Muy 18, 1961 


- & 





a 14-ft boat with 3 or 4 people. 
Pennsylvania Power Mower Dvv., 
American Chain & Cable Co., Dept. 
HA, 929 Connecticut Ave., Bridge- 
port 2, Conn. 


Item 27 
Three-piece range set 


Burroughs’ 1130 range set con- 
tains a salt and pepper shaker and 
a matching grease container. The 
grease container has a polypropy- 
lene liner which withstands hot 
grease and a metal strainer to filter 
out food particles. Each piece is 





gold embossed with attractive de- 
sign. Retails for $2.49. Burroughs 
Mfg. Corp., Dept. HA, 3550 Tyburn 
St., Los Angeles 65, Calif. 


Item 28 

Ye in. drive impact wrench 
Strunk’s % in. drive impact 

wrench has a motor specially de- 

signed for this type wrench. All 





motor parts are built to overca- 
pacity to withstand wear. Reverse 
switch is in handle, beneath pistol- 
grip trigger. Hammer parts are 
made of specially treated alloy steel 
forgings. Comes with heavy-duty, 
shockproof 10 ft extension cord. 
Prices start at $219. Strunk Power 
for Modern Living, Inc., Dept. HA, 
Coatesville, Pa. 


Item 29 

Device to stop faucet leak 
Drip-Stopr stops leaky faucets 

by use of a neoprene rubber seal in 

a free-turning nylon plastic cup. 

The device is held in place by a 





brass split rivet. It comes in 14 in. 
and two % in. sizes, carded and 
prepriced at 39¢. Racine Specialty 
Mfg. Co., Dept. HA, 1309 State St., 
Racine, Wis. 


Item 30 
Electric outdoor light 


Here’s the electric version of the 
Coleman sports lantern. The Cele- 
bration Lite can be mounted on a 
post or attached to a wall. An elec- 
tric eye in the base turns it on at 
sunset, and off at sunrise. An out- 
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YOU SAID...and we listened. And we're still listening 
and improving on the best lockset value in the business. 


If you have an idea, let us know. Your suggestions have 
helped Kwikset remain the largest selling residential 
isckset in America. 


KWIKSET SALES\AND SERVICE COMPANY 
| A subsidiary of 
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let opposite the electric eye serves 
as a handy plug-in for lawn mowers, 
etc. Lamp is 16-in. high, trimmed 
in brass and finished in black 
enamel. The frosted Pyrex globe 
gives off soft diffused light. Cole- 
man Co., Inc., Dept. HA, Wichita 1, 
Kans. 


Item 31 
Junior-sized ice skates 


Basco ice hockey skates, Model 
No. 0401 (top) feature a heavy 
harness ankle strap, steel shank, 
hollow ground tempered steel tube, 
padded tongue and cushion heel 
pads. Comes in sizes 4 and 5 only. 
Junior figure skate (bottom), comes 


in styles 172W (white), and 172B 
(black). They feature plaid lining, 
black high heels and damp-proof 
composition sole. Reinforced hooks 
and eyelets are made to stand strain 
of repeated lacing. Sizes 11, 12, 13, 
1, 2 and 3. Boston Athletic Shoe Co., 


Dept. HA, 72 Second St., Cam- 
bridge, Mass. 
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Item 32 
Pre-seeded garden mat 


Flower King roll-out garden con- 
sists of a pre-seeded mat that pro- 
duces a colorful assortment. Flow- 
ers bloom all summer. Mat is 15 ft 
long, 8 in. wide, and may be cut 
and shaped to fit any area. Pro- 





duces flowers in 4 to 6 weeks. Comes 
in low-growing border assortment, 
or cut flower assortment. Mats are 
packaged, retail at 98¢. Larger, 
33-ft size sells for $1.98. Therm- 
well Products Co., Dept. HA, 120 W. 
31st St., New York 1, N. Y. 


Item 33 
Automatic percolator-urn 


The Coffee Center, an automatic 
percolator-urn, makes and _ serves 
10 to 40 cups of coffee. Has finger- 
tip control pouring spout, perfect- 
perk selector dial and automatic 
signal light. Model No. CP-40-CH. 


Retails for $39.95. In chrome with 
black trim. Dormeyer Corp., Dept. 
HA, 5610 W. Bloomingdale, Chi- 
cago, Ill. 


Item 34 
Decorative wall clock 


Array wall clock Model No. 2122 
will appeal to Mother’s Day shop- 
pers. The clock features a pastel 


multi-color ray pattern over white, 
yellow or sandalwood on a metal 
base. It’s for use in kitchen, dining 
room or family room. Suggested 
retail price is approximately $9.98. 
Housewares & Commercial Equip- 
ment Div., General Electric Co., 
Dept. HA, 1285 Boston Ave., 
Bridgeport 2, Conn. 


Item 35 
Plastic housewares items 


Transparent Specialties has two 
housewares items made of high- 
density linear polyethylene, avail- 
able in five colors. Tidy Rack, 
Model No. 580, is for storing cleans- 
ers, spices, bags, and other house- 
hold supplies. It also has a detach- 
able soap dish. It’s 1334 x 4% x 
6 in., and retails at 98¢. Dish 
Drainer, Model No. 395, features a 
built-in Twin Compartment Silver- 
ware Cup. Its size is 17% x 12% x 
43% in. Retail price is $1.49. Trans- 
parent Specialties Corp., Dept. HA, 
3828 E. 91st St., Cleveland 5, Ohio. 


Item 36 
Packaged ball casters 


Bassick Ball Casters are packed 
in display cartons for replacement 
sales to the do-it-yourself market. 
Casters have wide tread, feature 
easy swiveling and simple design. 
Available in polished brass, satin 
brass, statuary bronze, English 
antique, polished chrome, or satin 
chrome. Come with a variety of 





Famous Rust-Oleum. Quality in Rust-Oleum Pleasure Craft Finishes 


CN Ms 
| mma A —— 
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Over 2,500 dealers helped develop 


NEW Rust-Oleum pleasure craft finishes! 


Famous Rust-Oleum quality is now available in all-new Pleasure . peo 
Craft Finishes to bring you new profit froth one of America’s EQ Distinctive as your 
fastest-growing industries—the BOATING and PLEASURE tN own fingerprint ! 
CRAFT MARKET! The man with the outboard, the sailboat, Uf 
the larger inboard—they’re all yours to sell in this dynamic 
market! 
Rust-Oleum Pleasure Craft Finishes are custom-tailored to 
your needs—NOT a long, complex line, NOT a burdensome 
line—BUT, a short, extremely high-quality, popular-color line 
that you can sell at high profit! It took a lot of study, research- 
ing, and testing to come up with the answers. For example— Made by the makers 
we invited suggestions from over 2,500 dealers. Dealers them- of famous 
selves contributed many important points to help us develop RUST-OLEUM 
a new approach in merchandising to the small boat owner! = 
Your Rust-Oleum distributor has the facts. Ask him for " 
complete details, or write the Rust-Oleum Corporation, 2536 
Oakton Street, Evanston, Illinois. 


Want more facts? Circle 125, p. 59 
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BUYING CHECK LIST 


Want more details? 


stems to fit most furniture. Bassick 
Co., division of Stewart-Warner 
Corp., Dept. HA, Bridgeport 5, 
Conn. 


Item 37 
Plastic toaster cover 


This plastic toaster cover is made 
of rigid polyethylene, in an off- 
white peppertone shade. It fits over 


~~ 
os a 


the average two-slice toaster, cleans 
easily by dousing in suds. Pepper- 
tone color blends into any kitchen 
decor. Retail price is $1.98. Federal 
Housewares Div., Fedco Corp., 
Dept. HA, 3600 Pratt Blvd., Chicago 
45, Til. 


Item 38 
Forged-blade grass hooks 


This Green Thumb grass hook 
with a forged blade and shank off- 
set for ease in trimming is one of 
three models. Also available in 
Green Thumb is a grass hook with 
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Just circle item number on p. 59 


beaded blade, square forged steel 
shank and 2-position adjustment. A 
promotional model with carbon steel 


blade and offset shank is offered in 
the Yard ’n Garden line. Union 
Fork & Hoe Co., Dept. HA, Colum- 
bus 15, Ohio. 


Item 39 


Cellulose sponge for boats 


The Boat Bailer cellulose sponge 
is available in two sizes, 724 x 8 x 
2 in., and 10% x 8 x 2 in., and 
packed in three-color polyethylene 
bags. Huge pores enable it to pick 
up water with ease. American 
Sponge & Chamois Co., Inc., Dept. 
HA, 47-00 34th St., Long Island 
City 1, N. Y. 


Item 40 
Concrete patching kits 


Consumers Latex Patcher is a 
concrete patching kit containing a 
bag of dry ingredients, mixed in 


right proportion, and a can of latex 
base solution to mix with it. No 
water is needed. Packaged in a 
corrugated tote-box with handle. 
Available in three sizes. Consumers 
Glue Co., Dept. HA, 1515 Hadley 
St., St. Louis 6, Mo. 


Item 41 
Cart-type wheel toy 


This Tot Rod has a _ tubular 
dropped frame for proper pedal- 
ing position and to allow proper 


steering position. Safety features 
include leg protection rails, low 
center of gravity and wide wheel 
tracking. Chain drive mechanism 
is completely enclosed, and pedals 
adjust to three positions. Size: 41 
in. long, 23 in. wide, 22 in. high. 
Chain drive model weighs 24 lb, 
pedal drive model 22 lb. Murray 
Ohio Mfg. Co., Dept. HA, 635 
Thompson Lane, Nashville 4, Tenn. 


Item 42 
Household cleaning aids 


Lewis offers three items to aid 
in housewives’ cleaning chores. 
Stain-Aid removes coffee and tea 
stains from dinnerware, coffee mak- 
ers. Drain-Aid, non- poisonous 
drain cleaner, liquifies hardened 
fats, paper, food matter. Septi- 
Kleen opens clogged septic tanks, 
cesspools, traps and pipelines with- 
out pumping or digging. Lewis Re- 
search Laboratories, Inc., Dept. HA, 
202 S. Dean St., Englewood, N. J. 


PPPPPOLLOLELLOLOLSE 


Turn to p. 68 for new cost sav- 
ing store and warehouse equip- 
ment, 











an you identify this man? 


This man is today’s tough pump.customer. You can recognize him by the following 
habits which he is known to follow. He insists on full value for every dollar he 
spends. He looks to his pump dealer for help in selecting the proper pump for his 
water needs. He demands that the pump he buys will deliver all the water he needs 
— whenever and wherever he needs it. He expects the pump he buys to last for 
years, without costly and unnecessary service calls. He searches for the best buy 
available —but is willing to pay for quality when its value is proven. 


Can he identif y you ? Does this pump prospect know you sell quality 


Myers pumps? Does he know you are qualified to help him select and maintain 
his water system? Does he know the address and phone number of your place 
of business? Does he know you also sell and service a complete line of Myers 
Olympian water softeners and filters? Can he locate your place of business easily? 


UP Sel)P NOW! To make it easy for this man and all pump 


prospects to find you, Myers offers you an opportunity to buy all Myers identi- 
fication materials at greatly reduced prices. Every single dealer identification 
item from huge illuminated signs to action-getting envelope stuffers are avail- 
able at low, low prices ...or free. Act now! Make sure you are identified as the 
local Myers Dealer. Special price offer expires June 30, 1961. 

















a REWARD 


More pump sales and bigger profits will be the reward for every Myers dealer who 
uses this opportunity to build his reputation and prestige by identifying himself 
with Myers. For complete details, contact your Myers wholesaler salesman today. 














Myers] The F. E. Myers & Bro. Ca. 
Acie. connate? ASHLAND, OHIO KITCHENER, ONTARIO 
SUBSIDIARY OF THE MCNEIL MACHINE & ENGINEERING CO. 


Want more facts? Circle 126, p. 59 
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BUYING CHECK LIST 
Cost Saving Equipment For Store And Warehouse 


Keep posted on this new cost saving equipment for store 
‘and warehouse. For more details circle number, p. 59 


Item 43 
10-colorant color machine 


A moderate-sized paint depart- 
ment can offer custom color service 
with Lucas’ Spectra Colormeter. 
Manually operated, it has the same 
canisters and accuracy features of 


. 


Lucas’ semi-automatic model. The 
Colormeter can be set-up using a 
minimum of space either in a 
straight line or with each five canis- 
ter unit back-to-back. John Lucas 
& Co., Dept. HA, 1617 Pennsylvania 
Blvd., Philadelphia 3, Pa. 


Item 44 


Portable price marker 

Avery’s portable price marking 
machine, Model No. A-58, can print 
up to 150 pressure-sensitive labels 
per minute. The unit can print 
price, name of store or special mes- 
sages. Standard model has a five- 
digit print head, and will imprint 
label widths up to 11/16 in. It 
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handles two label types: style A 
for fast, easy manual application; 
and style MA for high speed ap- 
plication. Another model, the A-58 
Special, includes a counter and 
eight-digit, double dial print head, 
which imprints two sets of num- 
bers on a single line. It handles 
labels of up to 17/16 in. Avery 
Label Co., Dept. HA, 117 Liberty 
St., New York, Nv Y. 


Item 45 


Plastic bags for fasteners 
Here’s a line of plastic bags for 

store-level packaging of fasteners 

and small hardware items. Front of 


bags is clear. Back is opaque white 
to provide background for items. 
Available in sizes 2% x 3-in. to 
2'% x 6-in. and in 3%4 x 8-in. Saddle 
labels of blue index stock available 
to fit all size bags. They have space 
for imprint, quantity, description 
and price information. John L. 
Emerick Co., Dept. HA, 1559-61 
Kuhlview Drive, Pittsburgh 37, Pa. 


Item 46 


Complete automatic entrance 


Kawneer’s Model A-5 Automatic 
Entrance has several major safety 
features to assure complete safety 
for customers. Some features are 
a motor protector relay to impede 


motor burn outs; drive motor with 
plastic encased wires which will not 
short; and a maximum security 
lock. Kawneer Co., Dept HA, 1105 
N. Front St., Niles, Mich. 


Item 47 
Holster for price markers 
Garvey’s holster for price mark- 
ing equipment and supplies has a 
convenient hanger for a carton 
cutter. The holster keeps all equip- 
ment handy at the dealer’s finger- 
tips for efficient price marking op- 
eration. It’s made of split cowhide 
with heavy stitching and reinforc- 
ing rivets at stress points. A 2-in. 
leather loop fastens over belt or 
apron. Garvey Corp., Dept. HA, 
9804 Page Blvd., St. Louis 32, Mo. 


Item 48 
Colorant dispenser rack 

This tiered rack. holds 12 can- 
ister-type paint colorant dispensers 
and requires only 3.9 sq ft of 
display area. Rack is all-metal, 
finished in baked enamel. A 10- 


canister unit, occupying 3.2 sq ft, 
is also available. Awutoblend Prod- 
ucts Co., Dept. HA, 444 Market St.., 
San Francisco 11, Calif. 
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Gadgets and Baby Ware... part of a line of over 50 cataloged 
kitchen tools and gadgets . . . designed, produced and 


packaged for consumer acceptance . . . by the makers of 
the famous Foley Food Mill. 


sewn eter Homes 


Minneapolis 18, Minnesota, Dept. 108 
Want more facts? Circle 127, p. 59 
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‘NYLON-GLIDE’ 








»».@ profit-maker 


in a bubble package 


Here’s a sure seller for counter-top, 
rack or pegboard displays. 

It’s an eye-catching transparent 
package of four Bassick white nylon- 
base furniture glides. 


HOW TOC SELL THEM 


Bassick nylon-base glides can’t cor- 
rode, can’t rust, can’t stain floors or 
floor coverings. They offer great floor 
protection, and they’re recommended 
for sea-coast localities, damp climates, 
the most humid rooms or atmospheres. 
Will not stain carpets that have been 
recently shampooed. 

What’s more, Bassick nylon-base 
glides give your customers quiet, easy 
furniture movement. Smart, modern 
styling makes these glides a credit to 
any furniture. Available in %” and 
1%” diameter sizes. 

Ask your Bassick distributor about 
this fast-selling glide package today. 
THE BASSICK COMPANY, Bridgeport 5, 
Conn. In Canada: Belleville, Ont. 1.21 


Excellence & OiViBION OF 
STEWART-WARNER CORPORATION 
Want more facts? Circle 128, p. 59 
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How to draw attention 


to key window displays 


The Dollar Saving Days promo- 
tion in itself was enough to stimu- 
late traffic at Bill Austin’s A&A 
Hardware, San Diego, Calif. But 
Mr. Austin went a step, further to 
attract attention of passersby to 





his window display, by making use 
of a large lighted shadow box. 
During the paint and painting 


accessories promotion the dealer 
filled his shadow box with paint, 
rollers, drop cloths and _ paint 
buckets. 


The shadow box, which Mr. Aus- 
tin built himself, is used several 
times yearly to focus attention on 
items which the store features dur- 
ing special events. 


Anniversary cards build 


repeat store business 


Salesmen for a large Ohio dealer 
send anniversary cards to custo- 
mers who made major purchases 
one year before. Card says: “Just 
a year ago you boughta........ 
from us. We would like to take this 
opportunity to thank you and hope 
to have the pleasure of serving you 
again soon.” 


The salesman who made the 
original sale signs the card and it 
is his responsibility to see that 
cards are sent out at the proper 
time. From the size of the repeat 
business the store enjoys, custo- 
mers appreciate the remembrance. 

This is a simple idea that almost 
any hardware dealer can apply to 
his advantage, particularly on big- 
ticket items. 
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here’s where 
being a 


off in EXTRA PROFITS! 


The old saying—“Them who has— 
gits,” certainly applies to the pro- 
gressive dealer who stocks and sells 
the UNION line. He gives customers 
what they want... gets extra dollar 
volume, extra profits in return. 

Dealers wise find it pays to UNION- 
ize with the most complete line of 
all-steel chests available today in 


sizes and styles to meet all customer 
requirements. How about you? 


48414 TACKLE BOX 
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7817 MECHANICS’ 


TOOL BOX P 





41011 CASH 
and BOND BOX 





4U-12 
PARTS 
CABINET 


JOBBERS! 
DEALERS! 
Write for 






MT-7 > 
MACHINISTS’ CHEST 
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—— 


SUNIGNE” 
UNIO 


STEEL CHEST CORP. 
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Modern Hager Hardware in 


rot i F-) o Pam od ( -t- 1a Pr bad - Deon dh | 
for high-speed shipping without re-packing. 


New materials-handling advantages, too. 


Jobbers ship ‘‘as is’; without re-packing and re-counting. 
[It arrives “in the pink’’ ready to display or stack, 
handsomely, on counter or shelf. 


. 


Decimal packing, throughout the line, simplifies pricing 
and inventory. New billboard label can be read at a glance 
an aisle away. The folding top thumbs open conveniently; 
stays friction-tight shut when closed. . 


Newly designed, newly constructed for high-speed selling, 
shipping and handling Modern Hager Hardware. 


new design + modern construction + new decimal count + new.billboard labels 


~ Folding Top 







New l1-piece wm 
ativartive Box _ Tough, double-walled 


corrugated kraft 


_- 





EVERYTHING HINGES ON Hager / Stacks Evenly ... 
Shelves Solidly .. . 


Displays Handsomely 


‘‘Seeing-Eye’’ Labels 
| in 3 attractive 
‘“signal’’ colors - 


The shipping carton is new, 
too contains fewer boxes for 
easier warehouse handling. 


©1960 C. Hager & Sons Hinge Manufacturing Co., St. Louis 4, Mo. 
Hager Hinge Canada Limited, Kitchener, Ontario 


FULL WAREHOUSE STOCKS ATLANTA, BOSTON, DALLAS, DENVER, LOS ANGELES, SAN FRANCISCO, SEATTLE, SF. LOUIS 
v. ‘ 
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RIDG EPORT FABRICS, INC. Bridgeport 9, Conn. 


Want more facts? Circle 131, p. 59 
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Promotion from the big"B” 


there’s a Hot New Deal > 


from (WNWER- SEAL 


America’s best-selling weatherstripping 


RED HOT PRODUCT! INNER-SEAL’s got it! Top value, top appeal because 


it’s the best weatherstrip you can buy or sell. Plenty of profit for you with exciting new 
Wedge-It, Angle-Seal, Garage Door Cushion. : 


RED HOT PROMOTION! INNER-SEAL’s got it! The 


hottest cold-wave weatherstrip promotion you ever saw! National && 


advertising in America’s leading magazines, proven point-of-sale 
aids, everything you need to make sales sizzle. 


you everything you need to meet consumer demand when cold weather strikes. This big 
INNER-SEAL DEAL, including attractive space-saver rack and 

5 free 17 ft. paks of INNER SEAL, costs you only $48.67; you 

make $42.43 profit: And every item’s a fast seller. 


RED HOT SALES! You've got ‘em! When the ther- 
mometer drops, watch your sales zoom. It'll be the hottest weather- 
strip season ever in your store. Cash in big on cold weather sales. 
Ask your distributor for details! 


Height 5’4” 
Width 2’0” 


INNER-SEAL /S THE ONLY WEATHERSTRI/PPING 
UNCONDITIONALLY GUARANTEED 
against defects in materials and workmanship. 


Bridgeport Fabrics, Inc. 
165 Holland Avenue, Dept. HA5, Bridgeport 9, Conn. 


Send me full information about the big new deal from INNER- 
SEAL. 


Name 





Address 





City 


My jobber is 
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Ames Offers a 


PROVEN-PROFIT MAKER 


This Ames profit-maker greatly increased sales (and profit) 
for thousands and thousands of declers last season. 
Unsolicited testimonials have poured in from dealers 
praising the sales power and utility of this self-service unit. 


eS : 


Here’s Your Profit Picture 


60 Full Size Tools - Retail Value . . $208.62 
AMES Tool Merchandiser ..... 40.00 


YOU GET...5248.62 | 


Usual Cost of Tools ......... 139.08 
Special Price on Merchandiser.. 27.58 
Less Special 10% Discount .... 16.67 


YOU PAY...°149. 99 | 








(Catalog *AS60) 


3 Steel-Lite (803) 6 Garden Hoes (AG6%) 

9 Bow Rakes (Al14RB) 3 Floral Shovels (AFS3>2) 

3 Floral Hoes (AFH5) 3 Turf Edgers (AFTSHD) 

3 Floral Spades (AFGSD) 3 Garden Rakes (A14C ) 

3 Spading Forks (ATLDA) 3 Garden Spades (AGSD) 

3 Floral Spades (AFGS) 3 All Purpose Hoes (ASTO) 
3 Floral Rakes (ATR8) 3 Speedy Cultivators (A3SC) 
3 Warren Hoes (AW7) 6 Dandelion Weeders (ADW) 





IDENTIFIES EACH TOOL CLEARLY 
SHOWS STOCK NUMBERS 
GENEROUS AREA FOR PRICING 
SAVES RE-STOCKING TIME 


Holds ample supply Uses only 7 square feet Rugged yet rolls easily 


LOOK TO AMES FOR FULL-LINE MERCHANDISE — ORDER TODAY 


: GARDEN SHEARS 

> SHOVELS 

- GARDEN TOOLS 

- CASUAL FURNITURE 
: METAL HOUSEWARES 


PARKERSBURG O. AMES CO.WEST VIRGINIA 
Want more facts? Circle 132, p. 59 
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Bikes sell better if 
mass merchandised 


Whenever a wheel goods’ promo- 
tion is contemplated at Miuiller’s 
Home Suppliers, Sarasota, Fla., the 
owner goes looking for a vacant 
store nearby. 

Harry Miller has found that 
mass merchandising pays off in 
wheel goods, as well as in smaller 


products. Thus, he needs a lot of 
square footage for mass display. A 
vacant store is the best solution to 
the problem. 

As illustrated, this dealer crams 
the vacant building with wheel 
goods, mostly bicycles. The over- 
head lights are kept burning 
brightly. 

“We've found this to be a sure- 
fire way to attract attention, espe- 
cially in the Fall and holiday sea- 
sons. One thing is certain, no one 
has any doubts that we are in the 
wheel-goods’ business, 

“Sometimes we don’t even have 
to pay rent for the store for these 
short-term promotions. Some land- 
lords realize that we are focusing 
attention on their properties, and 
this is valuable exposure for them,” 
Mr. Miller says. 


Small budget can do 
big advertising job 

The problem: Make a small bud- 
get do at least a medium-big job 
of advertising for Sparling Hard- 
ware, Bellevue, Wash. 

The solution: A name, and an 
easy-to-recognize cartoon figure. 

Since his story is a member of 


the Hometown Hardware group, 
owner Charles Sparling decided to 








For quick turnover, 
steady profits... 
Display Anchor Brand snaps 


No. 1 Snap Assortment 

2 doz. %” No. 5037 Open 
Eye Spring Snaps 

2 doz. %” No. 437 Swivel 
Eye Spring Snaps 


1 doz. %” No. 231 Open Eye 
Bolt Snaps 


1 doz. %” No. 225 Swivel 
Eye Bolt Snaps 


Anchor Brand snaps are a profitable staple, sell steadily all year 
around because they have hundreds of uses for home, farm, ranch 
and shop. Display them — and you profit. 

Try our No. 1 Display Box on your counter, and watch the cus- 
tomers buy. It contains four of the most popular spring and bolt 
type snaps — six dozen in all, open eye and swivei eye. 

You can be prepared for all requests when you stock a wide 
variety of Anchor Brand snaps. They come in all sizes and types, in 
steel, iron, brass, bronze and drop forged steel for use with rope, 
leather, wire or chain. Check with your jobber for your supply of 
the Anchor Brand line of snaps with quick turnover, steady profits. 


No. 3142 Snap, 


No. 251 Snap, 
swivel eye, 
4" 


swivel eye, 5” to 
1%”, five sizes 


No. 5016 Snap 
loop eye, 1” 


No. 734 Snap, 
swivel eye, 


%", %", y," 


NORTH |< JUDD 
Manufacturing Company 


New Britain Connecticut 


New York * Boston « Philadelphia « Atlanta * Jackson (Miss.) * West Palm Beach (Fla.) 
Rochester (N.Y.) °¢ Pittsburgh -«- Detroit * Chicago -* Minneapolis -« _ St. Louis 
Dallas ° Los Angeles ° San Francisco ° Seattle ° Montreal ° London 
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Why do so many building supply and hardware dealers tag Griffin as 
““A Good Line To Handle?” 


Because—Griffin makes a product builders and architects respect; 
Griffin offers a complete line of hinges, straps and tee-hinges, screen, 
builder and industrial hardware; Griffin prices its product 
to offer the distributor a good profit; Griffin service is ex- 
ceptionally quick and dependable. Griffin Manufacturing 


Company, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 134, p. 59 
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use the name of Hometown Charlie. 
He makes this individual the au- 
thor of homespun remarks designed 
to promote items on sale at Spar- 
ling Hardware. 

The cartoon figure is that of a 
head peering over the top of a 





fence. This was painted on a small 
section of the front window of the 
store and was the idea of employee 
Barbara Pickett. Actual boards are 
used for the fence. 

Below the head is a hole cut in 
one of the boards to simulate a 
knot hole. An arrow points to the 
hole from a sign reading “Here’s 
a Real Bargain!” On the counter 
top inside is displayed the item 
considered the best buy currently 
on sale in the store. A spotlight 
illuminates it for those who look 
through the knot hole to see what 
it is. Few passers-by can resist 
that temptation, the owner reports. 

Both the name ‘‘ Hometown 
Charlie” and the cartoon head are 
now used together in newspaper ad- 
vertising. They add much to the 
interest of ads, getting attention 
that would normally be won only 
by larger advertising space. 
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"Stuck, my eye, it was locked.” 






A SALE IS IN 
THE MAKING 


Every time one of your customers 
“‘hefts’’ a CHANNELLOCK No. 420, 
a sale is in the making. He’ll like its pipe- 
wrench grip...its obvious all ’round use- 
fulness. And the odds are he'll tell you 
to wrap it up. Hundreds of thousands 
of hardware store customers do just 
that every year. 


Cash in on Channellock’s @ 
growing sales. Put these 
handy pliers out front where 

your customers can eye ’em 

and buy ’em. You'll like the 
extra profits. Let us send you 
our new catalog. 


CHAMPION DeARMENT TOOL COMPANY 
MEADVILLE, PENNSYLVANIA 


EASIER TO 
STOCK JUST ONE 
LINE OF PLIERS 
T'S PROFIT-WISE 
TQ STOCK 
ine mete nee LINE 
* 
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How you can get store traffic 


for Father’s Day lines 


How a hardware store can make 
the most of Father’s Day gift trade 
was demonstrated last year by the 
Bradley Hardware, Watertown, 
, eo 

The store went after gift busi- 
ness with a check list newspaper 
ad, 2 col wide by 15 in. deep. It was 
built around the theme: 


“Let’s All Make A Fuss Over 
Him.” 

A variety of gift suggestions was 
featured in check list form, with 
emphasis on items that have par- 
ticular appeal during the warm 
weather months. 

The promotion offered a wide 
range of product selection, from 








ALIP- 


oe 


PAC" 


*Reg. U. S. Pat. Off 


the handy 
WASH 


assortment 


that sells 
itself! 


Counting out washers, one by 
one, for dozens of customers in 
the average week means just 
one thing — you lose money in- 
stead of make money on this 
old Hardware staple. 


But with Wrought Washer’s 


__ clever Klip-Pacs, you simply 


hand customers the washers 
they want — pre-counted and 
packaged, each Pac stamped 


"a with its own size identification 


(3/16 to %4 bolt sizes.) 


Results: Better display... 
easier storage . . . simplified in- 
ventory ... reduced loss and 
pilferage ... lower handling 
more attractive mer- 

chandise (all washers prewashed 

and bright plated) ...and lastly, 
+ more washer sales at more profit. 


order from your jobber 

; Ask your jobber to show you Wrought Wash- 
er’s other self-merchandising packages: 
exclusive Mil-Pac Twins, Assortments and 
Single Tubes, Standard Shelf Packs, Bulk 
Washer Containers. 


WW/5/6061/HP 


2108 SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 * twx MI 277 


WORLD’S LARGEST PRODUCER OF WASHERS 


Want more facts? Circle 136, p. 59 
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LET’S MAKE A FUSS OVER HIM 


FATHER’S DAY 
JUNE 19 


Bradley’s Gift Suggestions 


[ ] FISHING TACKLE 
Rod, Reel, Line, Lures, Tackle Box and 
Accessories. 


[] HORSE SHOE PITCHING SET 

[ ] SUNBEAM SHAVEMASTER 

. ] SUNBEAM ROLLMASTER SHAVER 
[ ] ARCHERY EQUIPMENT 

[ ] COLEMAN CAMP STOVE 

[ ] COLEMAN LANTERK 

[ ] DELTA ELECTRIC LANTERN 

[ ] EVEREADY FLASHLIGHT 

[ ] GENERAL ELECTRIC 


Clocks, Radios, Television. 
[ ] TAYLOR BAROMETER 
[ ] TAYLOR THERMOMETER 
[ ] REMINGTON ROLLECTRIC SHAVER 
[ ] REMINGTON AUTO HOME SHAVER 
[ ] REMINGTON LEKTROWIC SHAVER 
[ ] CHARCOAL GRILLS 


[ ] AMERICAN THERMOS 
Bottles, Jugs, Ice Chests. 


[ ] STANLEY ELECTRIC TOOLS 
Drills, Saws, Sanders, Lawn Trimmer. 


[ ] STANLEY HAND TOOLS 


Hammers, Screwdrivers, Chisels, Planes, 
Push-Pull Rules, Folding Rules, Levels, 
Pliers, Etc. 

[ ] NORELCO SPEED SHAVER 

[ ] NORELCO SPORTSMAN SHAVER 


[ ] SUNBEAM ELECTRIC 
Hed 


ge Trimmer 


[ ] HUFFY ROTARY MOWER 


[ ] TRUE TEMPER GARDEN TOOLS 
Rake, Hoe, Shovel, Cultivator, Pruning 
Shears, Hedge Shears, Grass Shears, Etc. 


[ ] DEWALT POWER SHOP. 


[ ] BERNZ-O-MATIC 
Torch, Lantern, Stove, Bar-B-Que Torch Set 


[ ] PORTERCABLE RIDING MOWER 
[ ] PORTERCABLE ROTO-TILLER 


Bradley Hardware 








122-124 ARSENAL ST qapo 123-127 COURT ST 














low cost horseshoe sets and hand 
tools to a power tool shop and 
riding mower. Basically, the news- 
paper listing (see _ illustration) 
stimulated reaction by planting the 
seed of suggestion. 


It sold the trade on the idea that 
the hardware store is an ideal place 
to shop for gifts for men. This 
kind of advertising leaves a lasting 
impression which can pay off 
throughout the year for all gift 
occasions. 














Not a mere claim—actual fact! More Weller Soldering Guns are sold than all other makes 
combined! Over 4 million have been sold! And no wonder. Weller leads in performance—with 
features such as fast heat (34% seconds)—dual heat models—iron-plated copper tip for 
superior heat transfer. Weller leads in appearance—with a handsome design that spells quality. Weller 
leads in consumer demand—through powerful advertising. Don’t settle for less than the leader. 
Stock Weller, the original Soldering Gun. Weller Electrical Corp., 601 Stone’s Crossing Rd., Easton, Pa. 


Model 8200K Model 8250AK 
Heavy Duty 


Model 81008 Model 8250A Gun Kit 


125 Watt Gun 250 Watt Gun 


$G44 ar] : $4295 
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Builder’s Hardware Institute 


opens June 11 in Columbus 


Few openings are available for late enrollments at 7th 


annual Institute. Management course is featured. 


Management will again be spot- 
lighted at the Seventh Annual 
Architectural Hardware Institute 
at Ohio State University, Colum- 
bus, Ohio, the week of June 11. 

Basic, intermediate, and ad- 
vanced courses will be offered. 
A course in management will be 





Last minute enrollments 


There are a few openings 
for last minute enrollments 
at the Institute, George P. 
Merrill, executive director 
of ASAHC announced. De- 
tails may be obtained by 
wiring Mr. Merrill at the 
Society’s headquarters, 220 
E St., Santa Rosa, Calif. 


—_ 





available to advanced 
for the second time. 

The Institute is sponsored by 
the American Society of Architec- 
tural Hardware Consultants and 
its Ohio chapter. 


students 


The Institute starts June 11 
with a supper and get-together. 
Then the students get down to 
intensive studies the following 
day, a week of classroom work 
during the day, plus lots of 
studying at night for the following 


Men will be housed in recently com- 
pleted Park hall; women in Siebert 
hall. Both are a short walk from Law 


building where classes will be held. 
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Classrooms in the Law building, where Institute sessions will be held, are 
amphitheater type. Building is fully air conditioned. 
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(Advertisement) 


TRUE TEMPER 
SEPARATES THE 
TOOLS FROM 
THE TOYS FOR 


4/2 MILLION 
“TIME” 
READERS 


With this exciting ad, True Temper 
continues to intensify the selling im- 
pact of its name on a product. 


The Time reader is particular. And 
he has influence. These ads tell him 
he can find the special kind of quality 
he wants in all of our products. 


And, because it appears on so many 
fine products that people know and 
want, the True Temper name is one 
of your most valuable selling helps. 


This ad appears in May 19 
Time. Others were seen in 
the March 24 and April 21 
issues. Additional ads will 
appear June 16 and July 14. 


a 
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CALLOUS BUILDER deluxe, cutting timber is a man’s 
job. And it takes a man’s axe. A big, strong, balanced axe 
that cuts deep without complaining—a True Temper axe. 


At this point... 


ARM STRETCHER with a vengeance, a real fighting 
fish is a true test of man and tackle. And the better the 
man, the better the odds that he uses True Temper tackle. 


they separate the men from the boys 


T HAPPENS when you swing a 

double-bitted axe until the ground 
is white with chips. 

When you fight four hundred pounds 
of marlin to a quivering standstill. 

When you heft a heavy ditch bank 
blade and clear a wilderness. 


@IRUE 


MUSCLE MAKER, this big True Temper ditch bank blade 
can shear a sapling as if it were straw. A rugged tool for a 
rugged man, it will clear an embankment as nothing else can. 


When you anchor a mile of track 
with an eight-pound sledge. 

At this point, everything you’ve 
ever learned about what you’re doing, 
and everything we've ever learned 
about making the tools with which 
you do it, come together. 


This is where all the things we’ve 
done to give all the things we make 
just the right weight and balance 
and precision pay off. 

This is when they separate the men 
from the boys. 

And the tools from the toys. 


makers of quality hammers, axes, 


EMPER. 
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sledges; garden, lawn and farm tools; 
fishing tackle and golf shatts. Cleveland 15, O. 


BACK BREAKER for even the biggest “‘boy’’, the work of 
tying down railroad track is a job for tough men, for True 
Temper sledges and True Temper “‘Channeloc”’ rail anchors. 
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NOW 4. PRODUCTS HAVE Hardware Institute opens 
EARNED THE GOOD HOUSEKEEPING SEAL | ’""° ** 


the seal that influences the buying decisions of 40,930,000 WOMEN 


(Continued ) 


day’s session. 
Here is a brief outline of the 

















cuuet O8 4 REFuNp ; 


or What better proof of quality! Insist 
> Guaranteed by» 


on the original — do not accept 


Good ouse imitations. DURO-PLASTIC ‘fix-it’ courses: 
" ~~ products are backed by consistent Basic Course: blueprint reading, 
advertising in Good Housekeeping, : ; ; > 
Life, Popular Mechanics and Popular product information, scheduling, 
Science Monthly magazines. Stock and a field trip to study procedure. 


j ! . . 
these presold items now: Requirements are a basic knowl- 


edge of blueprint reading and = 
builders’ hardware procedures, 

and 1-to-3 years experience with 

a hardware distributor or man- 
ufacturer. 


Intermediate Course: architec- 
tural procedures, product applica- 
tion, hardware for commercial 


The oaly buildings, and other general 


“mother-in-law 





approved” topics. Requirements are comple- 
fix-it line. tion of basic course and one year 
understudy with architectural 
ORDER FROM YOUR There’s gold in this guaranty. Stock 





and sell DURO-PLASTIC fix-it prod- hardware consultant or 2-to-4 


JOBBER, OR WRITE ucts . . . the highest quality, most : : 
complete and fastest selling fix-it years experience in _ contract 


line in America, today! builders’ hardware. 
THE WOODHILIA CHEMICAL CORPORATION | Advanced Course: hardware se 
1390 East 34th Street Cleveland 14, Ohio lection, scheduling and detailing, 
Went more facts? oan 139, P. 59 architectural specifications, and 
— other topics of general interest. 
Requirements are completion of 
intermediate course and 3 - to - 5 

















ie New , _ a 4 years experience in contract 
— . & builders’ hardware. 
It S Fiberglass | ei , eee = Management Course: 30 hours of 


instruction for those who want 


’ 
It's Permanent to prepare themselves for a 


. management position; or man- 
. ; . . . bd 
GJ uy agers who wish to improve their 
, | ; knowledge of management con- 


cepts and principles. Topics 


q : 7 includ hil h f , 
PIC KET | i | alail “office el, a. 
BORDER 


. house operations, use of account- 

oe Oa ao ing and financial management 
ga (4: | and controls, business law, human 
relations, and selling and pro- 
motion. Course is limited to those 
completing advanced course, and 
to regular and apprentice mem- 
bers of ASAHC. 


Institute staff consists of Dr. 






sells itself because 


ME Never needs pcinting Hi Won't rust, rot, corrode 
BB Flexes to follow contours [Easy to install 


No other fencing like it on the market today. Fiberflex William B. Logan, director, dis- 
traditional pickets have a new ease of care and lasting tributive education service, Ohio : 
quality. Available in 3 or 5 foot lengths. Easily con- State University; and George 
nected to any length. P. Merrill, executive director of 

ASAHC. 


Write for free information and prices. Chairman of the arrangements 


committee of the Ohio chapter 


NORTHERN FIBERGLASS of ASAHC is Stanley O. Hoogkirk, 


INCORPORATED assisted by Francis E. Traver 
iy 101A W. Fairfield * St. Paul 7, Minn. and Adrian R. Page. 
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NEW 


oll 
| Poon l 
PLUMB & sHop ~~ 


a 


ell | 


TOILET 
TANK VALVE 


STOP JOILET NOISES 


wiirte 
Cumer 


_— 








Complete with 
Brass Rod, | 
Anti-Siphon Refill 
Tube and Clamp 


Plime « SHOP 
SHEA’ TOILET TANK VALVE 


T ° o 
TANK VALVE | /@éE/ 


NOW! PLUMB SHOP’S PROVED, 
MONEY-MAKING LINE IS EXPANDED M 
TO INCLUDE A TOILET TANK VALVE MERCHANDISER PANEL 
WHISPER QUIET—No Hiss ... No Whistle . .. No Water Turbulence OUR PLUMB SHOP MERCHAN.- 
FAST FILLING—Full Open Flow. . . Refills Tank Quickly and Quietly DISER FOR A PROFIT-MAKING COMBINATION 
POSITIVE SHUT-OFF=Liftime Nyon Seat... Wil ot Wire row ff SELF ATTACHING Fasy Fast Hook up to Eine ene of Merchand 
BLISTER PACKAGE—Racks Directly to Plumb Shop Merchandiser ees oan fat vee~6 rees Bin Areas and Shelf Space ae 


LATEX SEALED—Product Protection PLUS Customer inspection ves and Flexible Supplies “Sell Up” On 
STANDARD MODEL—Easy to Install . . . Fits All Tanks NO EXTRA COUNTER SPACE REQUIRED—Pay Nothing for jm 


wer FREE WITH YOURINI 
COMPLETE—Step-by-Step Directions TIAL ORDER 
DESIGNED AND PACKAGED FOR RETAIL PLUMBING SALES OF FOUR SILENT TANK VALVES RDER PS300 


24 Gauge Metal 
Blue and White 
34" x 24%" 





SPECIAL OFFER : 
FOR DEALERS WHO L] PS 300 INCLUDES: Name. 
ALREADY HAVE THEIR @ 4 Silent Toilet Tank Valves 


PLUMB SHOP @ Free Tank Valve Merchandiser Panel $9.36 


MERCHANDISER 
WY CUPS COPS 200A INCLUDES: 

FREE @ 122 Pc. Assortm’t of Tubes, Valves, Fittings | _ 

MERCHANNNEE @ Free Tank Valve Merchandiser Panel City 

@ | Free Toilet Tank Valve Included 

Banga sy @ 2 Free Toilet Tank Valves on return State 

$11.70 RETAIL VALUE of Free Merchandise Certificate $43.84 


(] FREE PLUMB SHOP CATALOG Wholesaler 
518 


HA Do not send payment. Your Wholesaler will invoice you. 


© 
1 PLUMB%,SHOP DETROIT 1, MICHIGAN 
i 








Address 

















FULLER 


Assmt. 2101 


LINE 


+101 QUICK-SERVICE 
BASIC TOOL DISPLAY 


One of the fabulous 
Turnover Twins!* 





Contains Forged Wood Chisels ¢ Line- 
men's Lon Nose Diagonal Cuttin 
Pliers * Files © Ufility Knife « Tack 
Puller © Screwdriver Set * Chrome 
Alloy Adjustable Wrenches. Top Qual- 
ity Tools. Unconditionally Guaranteed. 


ORDER TODAY! 
*With #100 Screwdriver Asst. 


Var ULLER| TOOL CO., INC. 
hy 








3522 Webster Avenue, New York 67 
Master Tool Makers and Merchandiser 
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GREEN JUTE I 





Pel Be. 
SLICK 





New Miracle Lubricant 
with Silicones 


Makes Anything Slide Easier! 





You'll sell a lot more Green Jute 
Garden Twine if it’s displayed in 
the handy KING COTTON SNAP 
SACK". Perfect for display, easy to 


1001 USES! Customers need it all over home, 
workshop, garage, office. For drawers, doors, 
screens, Cars, hinges, many more! 2 types—bot- 


tle with applicator 59¢ and spray can $1.29. 


Order Mr. Slick today! 


Pre-Sold to 
OVER 34 
MILLION 
READERS 


in Top Magazines 


get at, easy to stock, easy to sell. 
In Y2 Ib. balls. Ask your jobber fur 
KING COTTON in the SNAP SACK. 


Ki : OM CORDAGE POPULAR 


se @ me SCLENCS 
JOHN H. GRAHAM & Co. inc, [i EME oom ODE 
105 DUANE STREET, NEW YORK 8, N. Y. _ G. N. COUGHLAN CO., WEST ORANGE, N. J. 
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Outdoor furniture: Can 
you make room for it? 


Outdoor furniture presents a 
wonderful profit opportunity, but 
it offers problems. 

Summer furniture can be a prof- 
itable addition to the hardware 
store’s lines. But it reaches its 
peak only if provisions are made 
to display it 24 hours a day, with 
sufficient space to get away from 
an .overcrowded look, says David 
Davis, owner, Davis Hardware Co., 
Oklahoma City, Okla. 

Because his store is close to bet- 
ter-class residential suburbs which 
are the best market for outdoor en- 
tertainment, barbecues, and back- 
yard relaxation, Mr. Davis wanted 
to cash in on the outdoor furniture 
market. 


Back inside at night 


There were several disadvan- 
tages in the picture, however, in- 
cluding the fact that the interior 
of the hardware store typically was 
short on display room, and lacked 
protected outdoor space for the 
same’ purpose. 

Of course, it might have been 
possible to’ build large displays of 
furniture in typical department 
store style, on the parking lot in 
front of the store. Here, however, 
there was the disadvantage of hav- 
ing to fold up and carry the furni- 
ture inside after closing hours each 
day, repeating the process in re- 
verse on the following morning. 

Busy with an inventory compris- 
ing many hundreds of outdoor 
items, Mr. Davis did not relish the 
prospects of this extra time-con- 
suming labor. 


How problem was solved 


Here’s how this dealer solved all 
of these problems at once, and in- 
creased his casual furniture sales 
by 300 percent in the space of a 
single season. 

He built a permanent outdoor 
display room for $500. 

The display room is a plastic- 
roofed veranda which extends 60 
ft across the front of the store, 
protected from the elements, and 
given a colorful glow of light by a 
green plastic canopy. The canopy 
is 10 ft wide, over the entire length 
of store. 

The entire area is enclosed in 





This year...Promote for Profit with... 


ELEY AMMUNITION 


THE BETTER QUALITY 
NATIONALLY ADVERTISED 
AMMUNITION 


Take advantage of: 

Best British Manufacture... 

& Standard American Ballistics . . . 

& No Fair Trade Restrictions . . . 

By selling ELEY Ammunition! 

ELEY sells for 10% less than domestic 


ammunition. Sell at competitive prices or 
make an extra 10%. The cheice is yours. 


SHOTGUN SHELLS 


25 PACK and ALEM 10 PACK 


And don't forget the much talked of ELEY Sell ELEY shotshells in pre-ticketed 10 
22 CB Caps, perfect for indoor target shoot- PACKS for $1.10 . . . or in standard boxes 
ing . . . along with 22 short, long rifle and of 25's... centerfire in fast selling 10 
long rifle holiow points. packs too. 


Wire, write, phone today . . . get your 
... prices that give you ne 


ices 
in 
1961! 


CENTERFIRE 


Advertised Nationally in 
e American Rifleman 

© Field and Stream 

e Guns Magazine 

© Outdoor Life 

e Successful Farming 


S. E. LASZLO — House of Imports 


25 Lafayette St., Brooklyn 1, New York, MAin 4-5251 
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CONTAINER 





HERE’S A NEW 





PITTCHLOR 


PACKAGE 


NEW SIZE 


|... fifteen ounces 





NEW 


FOR TREATING POOL WATER 


NTTCHLOW 


...an unbreakable 
polyethylene bottle 


NEW 
DESIGN 


...in bright, full color 





Now you can offer Columbia- 
Southern Pittchlor in a com- 
pletely new package. The 
fifteen-ounce size is ideal for 
the fast growing plastic pool 
market. And the sturdy, un- 


CC 





_ breakable polyethylene bottle 


is so convenient to use. The 
new design is a big sales help. 
You'll find the PITTCHLOR 
fifteen-ounce unit an attrac- 
tive, attention-getting money 


| maker on your shelf or counter. 


Ask your distributor to show 
you the all-new PITTCHLOR 
package. 


PITTCHLOR®—Granular cal- 


© aC — cancun WYPOGHLORITE yo, . . mmaT meme” 


cium hypochlorite, for rapid 
| release of 70% available chlo- 
_ rine. Kills chlorine susceptible 


Brightly colored carton makes 
an attractive shelf display, neat- 
ly holds a dozen bottles. 


algae and bacteria. Available 
also in 3% lb. and 5 Ib. re- 
sealable cans, and in 100 lb. 
drums. 


A tablet form, too: 
PITTABS®—Compressed cal- 


cium hypochlorite, Pittabs 


provide a continuous and uni- 
form supply of 70% available 
chlorine for up to 18 hours. 


_ Available in 3% Ib. resealable 


| cans and 100 Ib. drums. 


Fie 
af PAIN' 


ie: 


NEW EYE-CATCHING VIS LA 
FLEX-A-PRENE Paint Mask in Plastic Bubble Pack designed 


exclusively for the retail trade. Write us today for details. | 
ee ee 
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columbia |southern 
G chemicals 


CHEMICAL DIVISION 
PITTSBURGH PLATE GLASS COMPANY 
ONE GATEWAY CENTER PITTSBURGH 22, PENNSYLVANIA 
DISTRICT OFFICES: Boston - Charlotte - Chicago - Cincinnati - Cleveland 
Dallas - Houston - Minneapolis - New Orleans « New York - Philadelphia 
Pittsburgh - San Francisco - St. Louis - IN CANADA: Standard Chemical Limited 


Want more facts? Circle 147, p. 59 
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Teves 
PROFITS 
BEGIN with 


RING-A-MOPS 
* FIRST AND ONLY 
AUTOMATIC 
Sponge Yarn Mop 


Promoted NATIONALLY 


Designed for the 
MASS MARKET 


Make a handsome PROFIT 
on Every Sale 


Merchandised to sell itself 
Get your display today 


RING-A-MOP 


World’s ONLY 
Automatic 


Sponge / 


Yarn 


7 Model 
91S 
$3.95 


Refills 
$1.49 


Guar. 
5 yrs. ; 


=92 Reg. Sponge 
Yarn Mop 
$1.95 


\ felt icicle ‘@elaa’ olaihy 
ONE TYPE Refill tc 
tit both 91 & 92 Mops 


Ts OK, 


QUICKIE MANUFACTURING CORP. 
20th & Oxford Streets 
Philadelphia 21, Pa. 


rel ite. 
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chainlink mesh fence, which is suf- 
ficient to protect all of the furni- 
ture on display from theft or van- 
dalism. It does not obstruct the 
view of passers-by. 

No one who drives past Davis 
Hardware can fail to note that the 
store is making a determined bid 
for outdoor furniture sales. Traffic 
sees row after row of aluminum 
and plastic chairs, chaises, outdoor 
dining tables, folding furniture and 
more expensive permanent types 
on display. 

With the $500 investment in this 
fully protected, theft-proof enclo- 
sure, the casual furniture depart- 
ment has put little or no additional 
work load on the store staff, Mr. 
Davis says. 

New furniture lines, as received, 
are placed on the veranda where 
they remain until sold. Every cus- 
tomer, coming in and out of the 
store for hardware purchases is at 
least temporarily attracted by the 
colorful outdoor furniture displays. 
Each shopper is likely to think of 
Davis when he decides to add some 
of this furniture to his lawn or 
yard. 

Sales increases were enough to 
amortize the costs of the fence- 
enclosed outdoor showroom the first 
year. 


Free nickels: A low 


price for new traffic 


A Cleveland dealer put a little 
sign in the corner of his store 
window many months ago, purely 
on a test basis. It is still in the 
window, though now more prom- 
inently displayed. 

The sign says simply: “Get your 
parking nickel back when you shop 
here.” 

Each day, dozens of nickels are 
passed out when customers ask for 
them. Many customers forget to 
ask for them after shopping in the 
store for a while. 

The dealer figures his daily 
average cost at about 25 to 30 
nickels, or around $1.25 to $1.50. 
He considers this a terrific bargain 
in advertising. 

“Scarcely a day passes that I 
don’t see a new face peering over 
a hardware purchase, reminding 
me not to forget that free nickel,” 
the dealer says. 


ANOTHER 


FRANKLIN 


Tinos 


PLASTIGLIDE 


“SMOOTHIES” 


— FOR ALL WOOD AND 
METAL FURNITURE LEGS 


FOR EVERY REPLACEMENT NEED 





SWIVEL-LOK GLIDES 


for meta! furniture 


NAIL-ON SWIVEL GLIDES 


for wood furniture 





CHAIR AND TABLE TIPS 


for kitchen and 
outdoor furniture 


TWIN-LEG TIPS 


for twin-leg tables and chairs 





TACK GLIDES 


ye, 


for wood furniture 


TWIN-TACK GLIDES 


for wood furniture, chests, etc 





TINY TACK GLIDES 


& bb 


for drawer rails, as 
thumb tack, etc. 


TACK BUMPERS 


OO 


for chest lids, hampers, etc. 





TINY TIPS 


Sd 


for small metal legs 


DOORSTOP BUMPER TIPS 


OO 


to replace worn out bumpers 





SPIKE CASTER CUPS 


Ake 


for soft-pile rugs and carpets 








REGULAR CASTER CUPS 


for hard surface carpets, 
linoleum and tile floors 





Nothing can compare with this sensa- 
tional new line—in modern styling; 
in beautiful new materials; in new 
processes that end rust and corrosion; 
in new swivel features; in ease of in- 
stalling; in long life; AND IN LOW 
COST. A vast replacement market is 
waiting. Millions of furniture legs 


need “SMOOTHIES”: 


in homes, 


hotels, institutions, restaurants. 











=-| VISUAL-PACKED ON 
FRANKLIN 


DISPLAY CARDS 


’=| FOR IMPULSE SALES 











ASK YOUR JOBBER OR WRITE US 





FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
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BUY 
ooes CABINET HARDWARE 


EXTRA FEATURES PROVIDE EXTRA QUALITY 
MODERN STYLES WITH MORE EYE APPEAL 


NEW IMPERIAL QUALITY 
7 FINISHES IN CHROME, BRASS, COPPER AND BLACK 
TRIPLE PLATED—FOR GREATER WEAR AND LUSTER 
ZINC ALLOY DIE CAST METAL IS STRONGER 


FORELINE QUALITY 
WHITER AND BRIGHTER—DOES NOT FINGER MARK 
3 TIMES MORE RESISTANT IN SALT SPRAY TEST 


TRIMLINE QUALITY 
CHROME, BRASS AND COPPER FOR THE THRIFTY 


SELF SELLING DISPLAYS 
INCREASE SALES- REDUCE SELLING COST 





FORELINE 
IMPERIAL BAG IMPERIAL BLISTER TRIMLINE DISPLAY COUNTER 
BAG WITH TAG SHELF BOX CARD CARD BOARD DISPLAY 


BETTER PRICES — UP TO 30% SAVING 











WRITE FOR CATALOG AND PRICES 


YODER MFG. CO. 13823 £. 17th ST.* LITTLE ROCK, ARK 
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Min a ~~ 
7 Es 


FROM UGLY RUTS | 

















Kcgiteonc aa OP 


Rugged lifetime aluminum guides with 
genuine Stimsonite lenses, front and 
rear, reflect headlights and back-up 
lights to protect lawn, shrubs, and 
cars from damage. Gleaming, twisted 
aluminum for lasting beauty. Will not 
rust or rot. Five sizes for every need. 


List Price 
No. 220 — 20” tall, 1” red reflectors, 
1/8” x 1/2” body stock . 
(Packed 6 to a Display Card) 
No. 223 — 20” tall, 3” red reflectors, 
1/8” x 1/2” body stock 
(Bulk Packed Only) 
No. 230 — 30” tall, 1-3/4” red reflectors, 
3/16” x 3/4” body stock $1.45 
(Packed 6 to a Display Card) 
No. 236 — 36” tall, 3” red reflectors, 
3/16” x 3/4” body stock 
(Packed 6 to a Display Card) 
No. 248 — 48” tall, 3” red reflectors, 
3/16” x 3/4” body stock .. $2.1 
(Bulk Packed Only) 


Numbers 220, 230 and 236 come mounted 
six to a handsome, throw-away Display 
Card as shown in illustration at left. 


DUNCAN-MORRIS CO. 
48 N. VALLEY ST . AKRON, OHIO 
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accurate cylinder 
and car keys 
AUTOMATICALLY 


PRESS lever, which automatically 
STARTS machine, which automatically 
‘CUTS Key — machine automatically 
STOPS itself. 


NO FUSS-NO BOTHER 


It's a MONEY-MAKER 
& _ You! 
aelii fe], mee) ey:\ 4 


KEIL LOCK CO., INC. 
Charlestown, New Hampshire 


Please send complete information on your 
No. 1 series of Key Duplicating Machines 


Name 





PLEASE PRINT 


Address 





State 








City Zone 
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Chicago door and lock service finds 


Volkswagen Is the key to economy 


VW goes 10,000 miles per year, 
costs only $212.77 for gas! 


© 1961 Volkswagen of America, Inc. 


ona eee > oat 
be ‘ 


‘poor CHECK 
AND 


AD ON WHEELS! Here’s another VW plus: 106 square feet of 
outside display space. That’s plenty of room to talk business. 
Does it work? Mr. Ruhn says he’s often stopped on the street 
to do some work. He says: “It’s a billboard on wheels for us.”’ 


The A & A Door Check and Lock Service, Inc. of 
Chicago is completely satisfied with its VW Panel 
Truck. Emil Ruhn, emergency serviceman who 
drives this VW shop-on-wheels, tells you why: 
“We use our VW Panel as an emergency mobile 
shop. That means we’ve got to go in all weather. 
Our VW does. And we need the space we get with 
the VW. We’ve installed two workbenches plus 
shelves and parts bins. I can get to anything I 


SWIVEL SEAT WORKS TWO WAYS. Note the workbench 
next to the driver’s seat. When Mr. Ruhn’s ready, he simply 
turns to it. The swivel seat he uses is typical of the many op- 
tional extras that make so much sense to VW Truck owners. 


need without moving other equipment—and still 
we have plenty of working space. 

“Our VW is economical, too. We go 10,000 miles 
a year for only $212.77 in gas money. The overnight 
service we get is really fine—it keeps us always 
ready to roll. I don’t see how anyone could get a 
more adaptable, maneuverable, practical truck 
than the VW.” 

You'll hear equal enthusiasm for the VW every- 
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ROOM FOR EVERYTHING! There’s a whopping 170 cubic feet 
of cargo space, 43 square feet of floor space in the VW Panel. 
And it’s all usable. Note the key rack and workbench the A& A 
people have installed. Such modifications are easy and inexpen- 


sive because of VW’s functional, uncluttered design. Functional, 
too, is the VW’s over-all design from bumper to bumper, ending 
in a brawny air-cooled rear engine that never needs water 
or antifreeze because there’s no radiator to worry about. 


where. That’s why there are now over 110,000 VW 
Trucks in the U.S. Volkswagen is the advanced 
truck idea that’s been proven on the road for the 
past 11 years. 

Are you ready for a VW Truck? You are if you 
want a truck that costs less to buy, less to operate, 
and less to service. The suggested retail price for 
the VW Panel Truck (East Coast Port of Entry) is 
$1,895 (West Coast, $2,015). To help you make the 


right decision, talk to your Authorized Volkswagen 
Dealer soon. Ask for a demonstration. And get your 
free copy of the 60-page illustrated booklet—‘“‘The 
Owner’s Viewpoint.” It documents with facts and 
figures VW Truck performance and owner expe- 
rience in a wide variety of businesses. 

It shows the kind of performance and 

economy you, too, can expect to get 

from a Volkswagen Truck. 
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Convertible Water Syste a Crayton HELPS YOU SELL with 


QUALITY PRODUCTS 


for Every Capacity, Pressure, Dagemors gull Dayton Green Cap Floats, the 


Rod-Tip Action Fishing Floats that 


te, eae : outsell, outperform all other Fish- 
Depth- We [ i =. is 


| gang OF~ poop one Oe as | 4 
ag geek : : NATIONAL ADVERTISING 
‘ A Fishermen are told over 80 
million times yearly to buy 
Dayton Green Cap Floats, 
. \ the only Float with 
\ Rod-Tip Action. 


DAYTON Floats 


= \ Now...Prepriced... 
Se) To help The Dealer 


Ask your jobber about 
this Display No. 3888. 





This display is ready to set on 
counter right out of shipping carton 
all the colorful mer- 
ie ; with a complete assortment of pan 
chandising Displays fish + ap ara 
Dayton has available. ee oe ae eee 


Ask your jobber to see 





DAYTON BAIT AND MARINE 
PRODUCTS COMPANY 


2701 S. Dixie Drive © Dayton 9, Ohio 
In Canada: Dayton Reg., 11580 Poincarre Ave., Montreal, Quebec 
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DEMPSTER Convert-o-jet water systems are easier : THE BIG NAME 
and more profitable to sell, easier to install, and * N 
their high quality of construction and performance lel YQ pp k, eg, IN GU 
are a guarantee that they’ll stay sold, without com- CLEANING 
plaints. 

You can offer your customers a complete range 


of these better Dempster convertible water sys- GUN CLEANING ESSENTIALS 


tems to suit every practical capacity, depth or pres- | 

sure requirement and practically every budget... | THAT CUSTOMERS ASK FOR 

from the thrifty 4 and 4% HP models to the power- 

ful 34 and 1 HP systems—plus the extra power and | Dis el 

performance of the Dual Convert-o-jet whose | b 

unique back-to-back impeller design requires only | 

an economical 1%4 HP motor. teow hor 
Dempster Convert-o-jets have quality features | 

you'll find in no other convertible pumps—features | * t Sales! 

that mean longer life, higher performance and | ab 

easier installation and conversion from shallow- 


. i d, 
well to deep well operation. All models are avail- | Wherever guns are use 


: . Hoppe’s products are in de- 
able with either parallel or inner pipe systems. cn shillions of gunners 


| k to 
DEMPSTER PRIME-O-JET is the thrifty quality aad ir = ‘prosection. 
Shallow well system that is self-priming | And consistent national ad- 
(after case is initially filled) and has guar- | vertising keeps Hoppe the 
anteed suction at 25 ft. Delivers up to | BIG name in gun cleaning. 
1010 gals. per hour. Available with either Put Hoppe’s Products on a 
Ys or % HP horizontal jet-type motor and your counter and watch sammy 
with pressure tanks (from 13 to 42 gals.) them sell on -_ 
or in a matched-flow system with a mounted , 
4 gal. tank. i 


Write for Full Details Today! 


DEMPSTER MILL MFG. CO. Qa FOR HOPPE’S 
Beatrice, Nebraska > , 
Home Office and Factory: Beatrice, Neb. FRANK A. HOPPE, INC. 


2314A N. STH STREET + PHILADELPHIA, PA 
Kansas City, iL Sioux Falis, S. D. Omaha, Neb. 
D 


Denver, Colo. Oklahoma City, Okla. J/Amarilio, Texas 
San Antonio, Texas es Moines, lowa 
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Convention 
Calendar 


——Convention Check List 


For complete details about the conven- 
tions and shows listed below, see the 
alphabetical listing starting on page 
94, May 4 issue. The next complete 
listing will be in the June | issue. 


June 

1-23 Bc stwick Braun oO. Annual Toy 
& Holiday Gift Merchandise 
Show, Toledo, Ohio. 

4-5 United Hardware Distributing 
Co., Annual Toy Show, St. Paul 
Minn. 

5-16 Cotter & Co., Semi annual Con- 
vention & Fall Toy & Gift Show, 
Chicago. 

6-8 Piedmont Hardware Co., An- 
nual Toy Show, Danville, Va. 
S & M Co., Dealer Show, Min 
neapolis, Minn. 

Ace Hardware Corp., Summer 
Convention & Toy Show, Chi- 
cago. 

The Lawn Mower Institute, Inc. 
Annual Convention, Asheville, 


N. C. 





National Retail Hardware 
Assn. Conaress, Denver, Colo. 
National Housewares Exhibit 
Chicago. 

Geo. Worthington Co., Annual 
Toy & Gift Show, Cleveland 
Ohio. 

Our Own Hardware Co., Sum- 
mer onvention, Minneapolis 
Minn. 

Billings Hardware Co., Annual 
Housewares & Gift Show, Bill- 
ings, Mont. 


Eastern Housewares Show, New 
York, N. Y. 
Oklahoma Hardware Co., Fall 
Market, Oklahoma City, Okla. 
Associated Fishing Tackle Trade 
Show, Chicaaqo. 
Walter H. Allen Co., Inc., An 
nual Stockholders Meeting & 
Merchandise Show. Dallas 
Texas. 

29-31 Allison-Erwin Co., Fall WHard- 
ware Housewares Show. Char- 
lotte, N. C. 

September 
3-6 Beck & Greqq Hardware Co., 

Fall Merchandise Market, At- 
lanta, Ga. 

19-20 North Dakota Retail Hardware 
Assn. Corivention, Fargo, N. D. 

October 
2-6 National Hardware Show, Chi- 

cago. 

15-18 National Builders’ Hardware 
Convention, Miami Beach, Fla. 

20-22 Eastern Lawn, Garden & Allied 
Products Trade Show, New York, 
N. Y. 


For complete details about conventions 
and shows listed above see the May 4 
issue of Hardware Age. 
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“BLU-KROME” (— = 
2) 
CAMPBELL 


SER 
# 


ea, 


Now—a silk-smooth, lustrous new finish to increase sales! 


i 7 
LS 


‘'Blu-Krome”’ finish prevents rust, resists corrosion and tar- 
nish, won't chip, peel, crack or flake. Available in Proof 
folate Ml >)>) 00m Grol] Mm @lalolia tla mM @teliity oll MR tlela-Mlelalliitmelalemels 
reels. ‘“Blu-Krome’ finish also available in welded and 
WYod fel l-tt-melalollaMeliie)eiiil-lalcmelama-t-1cm dbisMceliieltcw heli letel-1) 


merchandisers ! 
Get Complete Information from Your Campbell Wholesaler, or Write Direct 
CAMPBELL CHAIN COMPANY 


3 FACTORIES: York, Pa. e West Burlington, lowa e Union City, Calif. 


WAREHOUSES: Medford, Mass. - Atlanta, Ga. - Dallas, Texas 
Chicago, lll. - Portland, Ore. - Seattle, Wash. - Los Angeles, Calif. 








FioQowv ! 


ideal 
push pull 
latch 


installs in three 4" holes 


-~ 


IT WEARS IN...NOT OUT! 





205 GRAPHITE is a dry lubricant that forms a protective, 

low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 

205 GRAPHITE . . . the lubricant with a thousand uses . . . is 
available in case lots of 1 and 5 pound packages, 25 pound 


drums and 50 pound bags. : 
Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION « SAGINAW 9, MICHIGAN 
Want more facts? Circle 158, p. 59 











strike oil! 


New Perfection Oil Heater line puts more profit in your pocket 
by giving your customers more for their money. More beauty ciple for screen and storm doors 


Introduces new operating prin- 





(Coronet Styling), more economy (famous Midget Pilot), more —no latch-handle springs to 
comfort (Perfect-Flo Circulation). Full price range from famous , 
portables through high-style, high-performance Coronets. Plenty | weaken or break. Mounts in 


of promotion aids to help you sell. Bring in a gusher... join the | three 14” holes. Locks from 

Perfection Profit Team! Write for details. pene ; 
inside—no-lockout feature will 
not let door close with lock set. 
Two coat baked enamel finish 
—silver aluminum or lustrous 
brass under super hard clear 
enamel. Ideal also manufac- 
tures a full line of knob latches 
and one-bore push-pull latches. 
Write for complete details and 
prices. 
* LATCHES + OJLITE BEARING HINGES 


e CLOSERS + CHAINS « SASH ADJUSTORS 
¢ PUSH BARS «+ QUIKI WINDOW CONTROLS 


IDEAL BRASS 
PERFECTION PEA WORKS, INC. 


DIVISION HUPP CORP., 1135 Ivanhoe Rd , Cleveland 10, Ohio HUPE 215 E. 9th St., ST. PAUL 1, MINNESOTA 





me Manufacturers of famous Regulaire Furnaces, Air Conditioners, Heat ideal Builder's Hardware Corp. 
Pumps, Portable Heaters—since 1888. La Salle, Quebec, Canada 
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How’s the Hardware Business? 





Signs of business upswing increase; 
rise expected through 2nd quarter 


Business is looking better. Government and industry 








reports on business toward 











end of first quarter 





and into second quarter give further evidence of 
upward trend. Some areas still lag behind year-ago 


levels, but show steady signs of improvement. Advance 
estimates show the rise is expected to continue. 











The industrial comeback hinges 
on manufacture of durable goods. 
There have been recent gains in 
durables, notably in auto, steel 
and metal producing industries. 
Output in these areas is still be- 
low last year’s level, but prospects 








for the future months are encour- 
aging. Auto industry expects its 
output will be close to year-ago 
levels by June. 

The effect of the current rise in 
industrial production was a de- 
cline in unemployment, increase in 


> Key business indicators at a glance 


These key business indicators give a quick picture of general business 
trends. This information is the latest available. Reference numbers in 


parenthesis after each item tell 


which is the “latest month.” For 


example: (1) = April; (2) = March; (3) = February. 


Retail Trade 


Hardware store sales 
Department store sales 
All retail store sales (2).. 
Factory car sales 

Consumer prices, all 


items (3).. 


Wholesale Trade 


Hardware wholesale sales 
All wholesale sales 
Wholesale prices, all items (2).... 


Industrial Supplies 
New Order Index (2)... 


General Barometers 


Total personal income (2) 
Wages & salaries (2) 
Farm income (2) 


Industrial prod’n (2)..(FRB index-1957=—100) 


New construction put in place (1) 
Residential construction (1) 


Consumer credit outstanding (3).. 


Electric power output (3) 
Business failures (1) 
Steel output, index (1) 
Steel prices (1). 


oe 
...($ million) 


..« ($ billion) 


(million kw-hr) 


. (composite mill base-¢ per lb) 


LATEST 
MONTH 
161 
1,062 
17,878 
363,193 
127.5 


MONTH 
AGO 

166 

797 

15,167 

406,616 

127.4 


($ million) 
.. ($ million) 


(units) 
(47-49—100) 


... ($ million) 


($ billion) 
(47-49—100) 


(1948—100) 


409.6 
272.1 
13.1 
104 
4,329 
1,647 
54,102 
65,746 
320 
99.7 
6.196 


406.2 
271.0 
13.0 
103 
3,944 
1,434 > 
55,021 
73,547 
383 
84.9 
6.196 


397.0 
269.3 
10.1 
111 
4,192 
1,727 
51,182 
67,622 
283 
118.6 
6.196 


($ billion) 
($ billion) 


($ million) 


($ million) 
.. ($ million) 


(57-59—100) 


SOURCE OF DATA: U. S. Dept. of Commerce, except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. Business failures by 


Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel output index 
Steel prices by The Iron Age. . 


by American Iron & Steel Institute. 


wages and salaries, and rise in 
new orders for industrial supplies 
and equipment. 


Personal income increased by 
$3.5 billion in March, hitting an 
all-time high. Though wages and 
sxlaries accounted for part of this 
total, $2 billion increase in gov- 
ernment payments of veterans’ in- 
surance made up the largest part. 
Another $1 billion went to con- 
struction payrolls. Farm income 
and social security benefits also 
rose. 


Retail sales in March were 4.5 
percent higher than a year ago. 
Durable goods must be taken into 
account in retail sales totals. This 
increase was solely the result of 
a step-up in nondurable goods sales. 
Consumer uncertainty about the 
economic situation has caused 
them to place more emphasis on 
necessities—foods, services, 
household upkeep. They’ve been 
putting off sales of durable goods, 
such as autos, furniture and appli- 
ances. 

This factor has also had con- 
siderable effect on credit buying, 
primary indicator of big ticket 
purchases. February accounts re- 
ceivable decline was more-than- 
seasonal. 

However, retail sales of durable 
goods have picked up in recent 
months, and should continue to do 
so as industry’s return to normal 
progresses. 


Wholesale trade shows the same 
aspects as the retail trade. Whole- 
sale sales were down 8 percent in 
February, compared to last year, 
with durable goods accounting for 
most of the decline. Hardware 
wholesalers’ sales were down 11 
percent in February, in compari- 
son to a year ago. 

April construction total, re- 
bounding from a severe winter, 
exceeded year-ago figures by 3 
percent. Prominent features were 
increase of government building 
and highway construction, and 
step-up “in-contracts for multi- 
family dwelling units. Increased 
government contract awards will 
benefit the months ahead. 

Private residential construction 
total was below year-ago total for 
the 13th month in a row. 
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L 
OLORFU 
C -” 


CAST-IROW 
BASE 


PORCELAIN FINISH 


- 


when you hav 

something to tell— 
it’s so much 
easier to Sell 


True, the sight of the color and beauty 
of Prizer-Ware often makes the sale. 

But, we have found that sales people 
are anxious to tell about the other ad- 
vantages of this famous cookware. 

lt makes sense to customers when 
they learn how the cast-iron construc- 
tion of Prizer-Ware holds the heat longer 
than other utensils—distributes the heat 
evenly to prepare meals at their appe- 
tizing best. 

There's great interest in Prizer-Ware 
that’s as easy to clean as a china dish 
—and the fact that it can be used from 
freezer-to-range-to-table. 

Prizer-Ware makes life easy for those 
who sell, and profit for those who stock. 

Use the coupon to learn more about 
this famous line. 


PRIZER 
WARE 


~ —s 


PRIZER-WARE, Reading, Pa. 
Gentlemen: Will you please— 
["} Have your representative call. 
[] Send me catalog and details. 





NAME 





STORE 





ADDRESS 





CITY STATE 


} 
| 








Consumer Mailers 
New Wholesalers’ Aids 
for Dealers’ Use 


Farwell’s 4-page mailer 


_ has 45 summer specials 


A 4-page summer broadside 
with 45 traffic-building specials is 


being offered by Farwell, Ozmun, 


Kirk & Co., wholesaler in St. Paul. 
To be distributed in June, the 


| Double Your Dollar mailer has a 





. ~ 


_ total of 70 items, and is printed in 
| four colors. 


Merchandise includes 


seasonal, outdoor, playtime, bar- 


| becue and hot weather items. 


Dealers using the broadside will 


_ also receive a store trim kit which 
_ includes banners, pennants, price 


cards and free ad mats. 


Farm pump shipments up 


_ 23 percent during March 


Factory shipments of domestic 


| water systems totaled 65,225 units 
_in March, 23 percent higher than 
| shipments 
| Deep-well systems accounted for 
| 10,809 units shipped; shallow-well, 
| 24,776 units; convertible jets, 20,- 
| 883 units, and submersible pumps, 


the 


previous month. 


8,767 units. 


Prestige line renamed 
to build brand identity 


Prestige Hardware Corp., City of 
Industry, Calif., has changed the 
name of its Prestige Ware line of 
housewares and carded cabinet 
hardware to True Ware. The 


_ change was made to provide a more 


| 


retentive name for consumer identi- 


NEW SANDING 
WOOD SEALER 


SANDS WITHIN 








(CLEAR) 





Early sanding and recoat- 

ability—that’s the big 

advantage for your cus- 
tomers when you profit by selling them 
Indo Wood Sealer! 

Made of top quality ingredients, this 
new Indo product brushes or rolls on 
easily, dries quickly. It produces a clear 
tough finish that sands easily, seals 
completely—does not have irritating 
lacquer type odors. Indo guaranteed. 

See your local distributor. Write for 
complete information. 


*Under normal conditions. 


Your customers will g 
come back again and | 
again for Incolac, the 
outstanding all-surface 
primer and sealer. 

This fast drying, high 


hiding formula produces es 
a perfect priming sur- 
face for a final coat of iy 
enamel or paint. 
And for sealing bleeding stains, plaster hot 
spots, paints or sap streaks, Incolac has no equal. 
Ask your local distributor for Incolac—in 5’s, 


gallons and quarts. It carries the Indo guarantee. 


SOUTHERN SHELLAC MFG. CO. 











i 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
' 


! | fication in building a brand name. 








Division of Plough, Inc. Memphis 1, Tennessee 
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FAIRBANKSEMORS Earns 
PAO AOTEIRNOIUIGIHAE 


f% 2. NOW! Our new WATER PURITY SYSTEM makes every 
eg lees F-M dealer more than a pump salesman! Today, you're 
a water conditioning expert—and as such, your way 
is paved to GREATER SALES...GREATER PROFITS! 


—s 


F-M PROMOTION PROGRAM with free kit 


makes you a water conditioning expert... 
rie) boosts sales of water systems and pumps! 


DEALER TRAINING COURSE—gives you com- 
plete information needed to become the water 
conditioning expert in your area. 


WATER ANALYSIS KiT—gives you a sure-fire, 
educational method of approaching and inter- 
esting prospects by actually analyzing their 
water samples (which they can bring to you). 





NATIONAL ADVERTISING BACKING—A dy- 
namic national advertising campaign will pre- 
sell the Water Purity System . . . will give a 
powerful impetus to your own efforts. Colorful 
ads will be featured in a big selection of leading 
farm magazines ... top national publications! 


PUBLICITY KiIT—gives you the photos, releases, 
newspaper ad mats and radio scripts to use in 
spreading the word that you’re the one to see 
about water problems. 





DISPLAYS—give you an eye-catching means of 
showing customers how the Fairbanks-Morse 
Water Purity System works. 


/s experts you'll be able to see more prospects . . . sell more 
Fairbanks-Morse Water Purity Systems ...You’ll be able to sell 
more Fairbanks-Morse pumps. 
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Now you can sell thousands of new cus- 
tomers. . . especially in crowded areas that 
make water unsafe or questionable. The 
Fairbanks-Morse Water Purity System 
makes it possible to use water... from any 
source... pond, cistern or stream! 

Our new Water Purity System means that 
now you can sell a profit-making water system 
in any section...regardless of well conditions, 
and be confident of pure, clean water! 

Fairbanks-Morse Water Purity Systems 
automatically chlorinate water. Then the 
water is filtered and completely dechlori- 
nated. No taste or smell remains. Even 
eliminates sulphur or iron taste! The 
F-M Water Purity System works automatic- 
ally...takes up no more space than a water 
heater. Comes in a variety of filter sizes for 
% to 4 gallons per minute of flow. 


PAIIRIBVANIKS MORSE 


A MAJOR INDUSTRIAL COMPONENT OF 


FAIRBANKS WHITNEY 


Your Fairbanks-Morse Field Representative has all 
the details .. get in touch with him NOW! Or write: 








Dept. HA-5 

FAIRBANKS, MORSE & CO., 

Pump & Hydraulic Division, Kansas City, Kansas 
Gentlemen: 

Please rush me: 

CJ Complete Merchandising Kit 

[_] Nearest F-M Field Representative name 


NAME 





ADDRESS 





CITY 











~ Buried...Yanked Up 
ORE THAN 75 


s as, 

















Sell the flexible plastic pipe 
that has passed this test... 
with thousands of 
farmers watching! 


All but one end of a coil of Republic FE* 
Plastic Pipe was buried to a depth of 21 inches. 
The free end was attached to a tractor, then, 
the whole length yanked from the ground. 
This process was repeated again and again... 
50, 75, 100 times ... and Republic FE wasn’t 
damaged! 


Hundreds of thousands of farmers have 
witnessed this test. And, they saw another 
amazing performance at the World’s Con- 
servation Exposition, in Peebles, Ohio. 


It was here that 8000 feet of Republic FE 
was used to pipe water around the grounds. 
Walked over by thousands of farmers and 
driven over by hundreds of tractors, the pipe 
was buried to a depth of 21 inches. At show’s 
end, there were no pin-hole leaks, no ruptures, 


no leakage at any of the 249 joints. Every foot 
of this pipe was dug up and sold to farmers 
who had attended the Exposition. 


PLASTIC PIPE - STEEL PIPE - BOLTS AND NUTS 
ROOF DRAINAGE PRODUCTS 


oR) 
REPUBLIC STEEL 
Quality Supplies... Quakiy Supplierd 


Republic FE—the quality plastic pipe—will 
do a better job for you, a better job for your 
customers. It is approved by the National 
Sanitation Foundation. 4%” through 3” diam- 
eters are available in coils; 4” and 6” diameters 
in straight lengths. For complete information 
on this flexible plastic pipe, contact your 
nearest Republic representative or mail the 
coupon below. 


mere > 
SF, 


HEAVY-DUTY PLASTIC PIPE — semi-rigid type 
SRK®—is also made by Republic and available through 
your distributor. This pipe is joined with solvent-welded, 
socket-type fittings. Certified by the National Sanitation 
Foundation, it is available in a wide range of pressure 
ratings and sizes from 2” through 8”. For complete 
details, call your Republic distributor or mail the coupon 
below. 


REPUBLIC STEEL CORPORATION 
DEPT. HA-2162-A 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send me information on: 

C1) Flexible Plastic Pipe Type FE 

C) Semi-Rigid Plastic Pipe Type SRK 
©) Roof Drainage Products 


O) Steel Pipe 


Name 





O) Bolts and Nuts 





Company 





Address 





City Zone State 
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_..MeGILL 
“24: TRAPS 


and RAT 


McGILL QikA C 


"Snap up" unit sales with the "Can't Miss," 


attractive, self-service 2-PAC. This con- 
venient, eye-appealing, buy-appealing, pre- 
priced two for nineteen cents, transparent 
package is a proven traffic stopper. Easy 
and dependable, four-way trigger action 
builds customer satisfaction. 


McGILL ALSTEEL 2-PAC 


These attractive, nickel- 
plated, Alsteel 2-PACS 
sell themselves. Easy 
and safe to set, sanitary 
ejection plus fast, de- 
pendable action fea- 
tures trap more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 
attached. 


McGILI 


MARENGO * 


METAL PRODUCTS 
COMPANY 
ILLINOIS 
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Promotion 
Manufacturers’ New 
Promotion Plans 





Versa gives bonus coupon 
thru 3 consumer magazines 


A bonus certificate to build orna- 
mental iron and aluminum railing 
and column sales is being offered 
in three consumer magazines by 
Versa Products Co., Lodi, Ohio. 

Consumers writing in response 
to ads in American Home, Better 
Homes & Gardens and Sunset mag- 
azines are entitled to a cash dis- 
count coupon. Home-owners pre- 
sent the bonus coupon to local 
dealers, identified on the coupon, 
and receive a cash discount on pur- 
chases. 

Dealers will be reimbursed by 
wholesalers, and wholesalers will 
be repaid by Versa. The campaign 
will also include selling aids for 
dealers. 


Magla Products sponsors 
program for housewives 


Magla Products, Newark, N. J., 
will sponsor Arlene Francis on a 
daytime radio program designed 
for the housewife. The program 
will be carried over 360 stations 
coast-to-coast. 

Two Magla housewares products 
will be featured: Silicone ironing 
board cover and a new bath sponge 
line. 


Melnor lawn sprinklers 
on Jack Paar TV program 


To build summer traffic for hard- 
ware dealers, Melnor Industries, 
Moonachie, N. J., has begun pro- 
motion of its lawn sprinklers on 
the coast-to-coast Jack Paar TV 
program. 

Commercials will bear heavily on 
Melnor’s oscillating sprinklers and 
the new 4-in-1 Turret sprinkler. 


Rental plan emphasized 
in Glamorene promotion 


Glamorene Products, Clifton, 
N. J., has begun a concentrated ra- 
dio campaign in key market areas 
to promote spring cleaning prod- 
ucts. Point-of-sale displays will 
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New Display Rack 


Doubles \ tke ““s"s::,| Sales! 


Sensational new Hy-Ko “Merchandise Mart'’ has 

en hailed by merchandising experts as the 
Pann ll for soaring sales in this field. Five 
panels occupying only 15" swinging space, dis- 
play the entire Hy-Ko line of B-10, R-10, L-100 Re- 
ecting House & Boat Numbers/Letters, Futura 
Numbers/Letters, and 3 styles of Signs—Day-Glo, 
Reflecting and Futura (merchandise that would 
ordinarily require a 12' x 12' wall for salable 
display. All items hang individually for impulse 
cee. and faster inventory count. Rack comes 
FREE with either of two standard assortments. 
Can be wall mounted, or hung on Peg Board, 
KV, or Reflector hardware fixtures. 








Write for circular. Order from your jobber 


HY-KO PRODUCTS CO., Cleveland 3, Ohio 
Want more facts? Circle 166, p. 59 


COMPETITION 


TOUGH? 


FIGHT BACK 
with LIBERTY’S 


BARGAI 


* Tested and Proved by 
progressive Retailers 
for OVER 6 YEARS... 

* Every month, a new 
traffic-building, hot- 
priced item you sell 
at a profit. 














ASK YOUR LIBERTY DISTRIBUTOR 


or. write or call 


R. C. VEREEN, Managing Director 
LIBERTY DISTRIBUTORS 


BOX 95, PHILADELPHIA, PA 
Gladstone 5-8300 


Want more facts? Circle 167, p. 59 





This New Sensational 


3-TIER DISPLAY 
Will Increase Sales 30 TO 2% 


edi iS Bia SSS Ne IPiRS STO, SOO 
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DEPARTMENT 


Holds 27 different kinds of Tacks, 


Oe, . i. Nails, Brads In “See-Thru”’ Plastic 
‘= RR QRAAE Tubes Plus FREE ALL METAL 
a | GRAVITY FEED DISPLAYER 


ACTUAL TESTS* in dozens of stores 
conducted by an independent research 
organization PROVE that Presto tubes 
in this new displayer outsell old-fashioned 
boxes by 30 to 72%! And no wonder. The 
Presto 3-tier displayer is compact (only 
11%” wide) ...contains all the most- 
wanted items and sizes...all in full view. 
Get on the Presto profit bandwagon. 
Orde * now! 











@ Surveys prove that Labelled in rear for 
modern Presto tacks easy refilling! 
outsell old fashioned 


Only 1142” wide x 17%," deep 


: _ boxes by as much Sett-coting suck 
10 doz. Carpet Tacks: 1 doz. each #2, 3 and 4; 2 doz. #6 saves clerk time. 


as 72%. 
and 1 doz. each #8, 10, 12, 14 and 16 QF best-selling —_— Each tube pre-priced. 
1 doz. Aluminum Tacks—#3 


Nc in only 11%” of Extra brilliant 3-color 
2 doz. Double-Pointed Tacks: 1 doz. each #5 and #11 7 counter space. sign visible 


1 doz. Linoleum Binding Nails—Brass-plated — ye canoe anywhere in store. 

8 doz. Wire Brads: 1 doz. each % and %”; 2 doz. %” and ive ’ ‘Rtatistins Suraished on seunest 
1 doz. each %”, 1”, 1%” and 1%” A i 

8 doz. Wire Nails: 1 doz. each % and %”; 2 doz. *%4” and : 
1 doz. each %”, 1”, 1%” and 1%” USE HANDY COUPON TO ORDER 


Snell-Jones Tacks, Inc. 
Flatiron Bldg., New York 10, N. Y. 


Please send me the following: 
Presto Deal(s) 300 @ $23.70 each 


Your Name Title 
Company Name 
Address 


City Zone State 
JOBBER’S NAMES (list two) 


PACKING: 1 to a carton--merchandise and rack packed in one carton. Weight: 35 Ibs. 








HERE’S THE PRESTO DEAL NO. 300 
Retail Value $36.00 
Dealer Cost $23.70 
Dealer’s Profit $12.30 
PLUS FREE RACK worth $ 4.50 




















1. Name 








Address 





2. Name 
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Stock these 
IRON CITY TOOLS 


for 75% of your heavy 


hand tool requirements 


Here are the Iron City Tools with 
the fastest turnover. Three of every 
4 calls for heavy hand tools are for 
one or more of these items. You 
can stock the weights listed with 
confidence — they'll move. 








No. 325-H — 
DOUBLE-FACE 
SLEDGE 


4, 6, 8, 10, 12 LB. 
most popular 









No. 63-E 
EXTRA QUALITY 
WRECKING BAR 


WRECKING BAR 
12”, 18”, 24”, 30”. 
36” Length 


No. 74 
WEDGE POINT 
CROWBAR 


No. 2% 
CLAY PICK 
5. 6, 7, £ LB. 


No. 280 
CONTRACTORS’ 
PICK 

8 LB. 





NEVADA itor Pattern) ARE pn 
ong rattrern 
STRIKING HAMMER Omer 


8 LB. 3, 4,5 LB. 


IRON CITY TOOL WORKS, Inc. 


P. O. BOX 791 * WARREN, OHIO 


Want more facts? Circle 169, p. 59 
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Manufacturers’ Promotions 
(Continued) 





also be used during the promotion 
which represents one-third of 
Glamorene’s advertising expendi- 
tures for the year. 

Emphasis is given a rental clean- 
ing kit, featuring the Glamorene 
Electric Rug Brush. An upholstery 
cleaning kit, with shampoo and ap- 
plicator, will also be promoted in 
certain areas. 

Consumers will be offered a $1.50 
barbecue brush and scraper for 49¢ 
with purchase of Glamorene Oven 
Cleaner. 


Riegel glove promotion 
backed by aids, contest 


Dealer aids and a consumer con- 
test will be used to support a pro- 
motion of children’s gloves by 
Riegel Textile Corp., New York 
City. 

Full-page, full-color ads will ap- 
pear in Saturday Evening Post. 

In-store banners, displays, and 
newspaper ad mats are available 
for local tie-in. 

A pick-your-prize sweepstakes 
for consumers will also support the 
promotion. In addition, consumer 
premium offers will also be made 
on a two-color name plate. 


Dominion’s hair dryer 
promoted on Paar show 


Dominion Electric Corp., Mans- 
field, Ohio, will group its con- 
sumer ads for its portable hair 
dryer into three peak-season pro- 
motions on the Jack Paar TV pro- 
gram. 

Prepared radio and TV _ spots 
will be available for local promo- 
tion. Dealers will also receive ad 
mats, point-of-purchase display. 


Velsicol Corp. promotes 
Chlordane insect killer 


A Comfortable Summer Living 
is the advertising campaign theme 
for Chlordane insecticide for the 
early summer months by Velsicol 
Chemical Corp., Chicago. 

Consumer ads will appear in 
Better Homes & Gardens, Popular 
Gardening, and Flower & Garden 
magazines. Ads will also be placed 
in 200 newspapers. 














MORE SATISFIED 
HOME BUYERS 


Prevents wood checking, 
cracking—inside and out 


Ends warping, swelling and 
shrinking of doors, windows 


Eliminates tile“pop outs” — 
protects grout from 
cracking 


Prevents efflorescence of 
plaster, stucco, brick 


Moisture proofs concrete 
floors prior to laying 
asphalt or vinyl tile 


Deep penetrating, colorless Thomp- 
son’s Water Seal locks out moisture 
from any porous material for 5 years 
and longer. Easy to apply by brush, 
spray, roller. 


Qa 
‘a 
a) 
‘a 
a 


Recommended by 


Leading Contractors 
Sold by paint, hardware 
and building supply stores. 


Thompton 3 im 


MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 


E. A. Thompson Co 


Tal ame aal-dadalelalciti-mualslar 
San Francisco 3, California 


San Francisco * Los Angeles * San Diego ° 
Portland * Chicago * Seattle * Denver ¢ Dallas 
Houston ¢* St. Louis ¢ St. Paul ¢ Detroit ¢« 
Philadelphia * New York City * Memphis ¢« 
Cleveland * Factory: King City, California 
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PIONEER 


Wardrobe of 
Household Gloves 


1 FREE ... il 


“Share the Profits Deal” 


Pioneer is using this method of “thanking you” for your exceptional support, during the past twelve months, of all four nationally 
advertised Pioneer household glove brands. ORDER TODAY .. . this “Share the Profits” offer expires June 30, 1961. 


Buy 11 Pair Bivettes 
Get 1 Pair FREE... 
$1.69 Suggested Retail 
$20.28 
Costs You (Regular $13.25) 12.15 


Customers Pay You 


Your Profit $ 8.13 


Buy 11 Pair 

SUPER Ebonettes 
Get 1 Pair FREE... 

$.98 Suggested Retail 
$11.76 
Costs You (Regular $?. 7.04 


Customers Pay You 


Your Profit $ 4.72 


Buy 11 Pair Ebonettes 
Get 1 Pair FREE... 

$.79 Suggested Retail 
$ 9.48 


Customers Pay You 


Costs You (Regular $6.00) 5.50 


Your Profit $ 3.98 


Buy 11 Pair 

Nimble Fingers 
Get 1 Pair FREE... 

$.59 Suggested Retail 
$ 7.08 
Costs You (Regular $4.53) 4.15 


Customers Pay You 


Your Profit $ 2.93 








7 LIFE 


a4 


eB (Wver ob Millon Advertising Sales Calls This 
© Spring In UFE and LADIES HOME JOURNAL 


Wardrobe of Household Gloves to your customers. 





+ Striking color ads designed to pre-sell the Pioneer 


Rubber, Company 


108 Tiffin Road, Willard, Ohio 


PIONEERS IN HAND PROTECTION FOR OVER 40 YEARS 
Want more facts? Circle 171, p. 59 
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SEND FOR 
CATALOG AND 
JOBBER’S NAME 


A 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 
oR PR EEE 





ONE-PIECE NON- 
PINCH HANDLE 


VISE 


HARDENED STEEL 
JAW INSERTS 


FEATURES 


HARDENED STEEL 
CUT-OFF TOOL 








GLEAMING 
RED FINISH 


SWIVEL BASE 


PIPE JAWS 


THAT 





STEEL CHANNEL SLIDE 
PROTECTS SCREW 


BUILD PROFITS 


Well-made, well-finished Simplex 
vises bring you higher profits be- 
cause your customers see value. 
Ail 5 vises in the line feature 
quality for fast turnover. Attrac- 
tive discount schedule. Get top 
profits by selling the best. 


Desmond-Stephan Mfg. Co. 
Urbana, Ohio 
ST: GR ka esa 
Want more facts? Circle 172, p. 59 
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_ Industrial supply orders 
_ rise again during March 





i j 
| Industrial Supplies & Machinery | 
| New Order Index—July 1948-100 


Seasonally Adjusted 
- Source: American Supply & Machinery Mfrs.’ Assn. 
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New orders for industrial sup- 
plies and machinery continued to 


_ rise in March for the second month 
| ina row, according to the American 
| Supply & Machinery Mfrs. Assn. 
|The New Order Index rose from 
| 181 to 182 (July 1948 = 100). 


| Water heater shipments 


rise 1% above year-ago 


Factory shipments of gas-fired 
automatic storage water heaters 
totaled 249,400 units in March, 
nearly 1 percent higher than a year 
ago reports the Gas Appliance 
Mfrs. Assn. 

For the first three months of 
this year, shipments totaled 682,- 
200 units, compared to 677,600 
units shipped during the same peri- 
od a year ago. 


| Pioneer has glove deal: 


12 pair for price of 11 


Through June, dealers are offered 


| a Share-the-Profits deal by Pioneer 


Rubber Co., Willard, Ohio. With 
each order of 11 pairs of Bluettes, 
Super Ebonettes, Ebonettes or 


| Nimble Fingers gloves, dealers will 
| receive one pair free. Retail profits 
| range from $2.93 to $8.13. 


_ Kromex offers special 


on Vina-Wood Kanisters 


Dealers can get a 4-piece Vina- 
Wood Kanister set, in natural or 
walnut finish, at a special retail 
price through May 31. Kromex 
Corp., Cleveland, will give dealers 
full markup on the promotional 
items. 





ATTRACT 


new PLUS Profits 


with 
THE 


PLAZA 
TOWEL 
HOLDER® 


FIRST TIME OFFERED 


to the retail trade! OVER 70,000 
IN USE in hotels and motels 
everywhere! Guarantees clean 
towels! Holds towels separately. 
Eliminates spilling! 


WRITE! 


For price list! Profitable dealer dis- 
count! Plus a SPECIAL INTRODUC. 


TORY assortment and counter display! 





PLAZA TOWEL HOLDER CO. 
2016 N. Broadway, Wichita, Kansas 
*U. S. Patent No. 2,839,202 and Des. (64,595. 
Other patents pending. 
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rol-O-valve 


TOILET TANK BALL 
GUARANTEED TO 


aa 
TOILET TAN 


LEAKS ‘4 


@SEATS IN DIFFERENT 
POSITION EACH TIME 


@NO TOOLS REQUIRED ~ 
@SELF THREADING 
@ ACID RESISTANT 


@ GUARANTEED 
5 YEARS 


Rol-O-Valve is a vinyl plastic device 
guaranteed to stop tank leaks, 
it's New—It's Different —It Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors, 
If your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 AMERICUS, GA, 
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SYLVANIA LIGHTS YOUR WAY 


TO BIGGER PROFITS 


PANELESCENT ~ 


LIFTS4.20" | 
PURE PROFIT 


OUT OFTHIS ¥ 
TINY OPAGE "Ss 


... With this new 
Sylvania self-selling display 


You'd have to go a long way to beat a 
profit deal like this: your margin from 
the new Sylvania display of 
PANELESCENT® Nite Lites comes to a 
fat $4.20* from an $11.90** gross! 
What’s more, the new display and the 
PANELESCENT (electroluminescent) Nite 
Lite do your selling for you! They’re 
ideal for anywhere in the house... 
durable...glare-free...and last for years. 


Want more? Then stand back! Sylvania 
backs these Nite Lites with high- 
frequency national advertising... in 
The oe Evening Post and Popular 
Mechanics ... Arthur Godfrey over 


SUBSIDIARY OF 


GENERAL TELEPHONE & EL ECT, RONICS 


CBS...and Don McNeill’s Breakfast 
Club on ABC. Your customers would 
have to be hermits to miss this dynamic 
promotion. 


Get your PANELESCENT Nite Lite dis- 

play today and ask about the new 

PANELESCENT Nite Lite Switch Plate. 

See your Sylvania distributor. Or write 
Lighting Division, Sylvania 
Electric Products Inc., 
Dept. 76, 60 Boston Street, 
Salem, Mass. In Canada: 
Sylvania Electric (Canada) 
Ltd., Montreal. 


Want more facts? Circle 175, p 


mas BY SYINANIA 


FOR 
nursery*bedroom 


es ep sn oe as 
> Har COM * haliway 


*Based on typical industry discounts 
**Manufacturer’s suggested list 


SYLVANIA COLOR PACKS INCREASE 
LIGHT BULB SALES AS MUCH AS 66% 
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It's the talk 


of the trapping trade 


. = -_ 


Victor Conibear 


Since its introduction in 1957, the rev- 
olutionary Victor Conibear has be- 
come the “hottest” trap on many 
dealers’ shelves. These dealers are 
getting BIG sales, BIG profits, and 
BIG repeat business. 


Are you cashing in on the high profit 
margin of Victor Conibear traps? If 
not, learn the facts now about this 








Victor Conibear #110 has been field- 
tested and approved by professional! 
trappers in the U.S. and Canada. 
Specifically designed for muskrat, 
mink, opossum, skunk, weasel, and 
similar size animals, the #110 was 
awarded a “Certificate of Merit” 
from the American Humane Associa- 
tion—the only trap ever so honored! 


Designed exclusively for mink, the 
Victor Conibear #120 guarantees a 
good, clean pelt every time! 


For beaver, otter, and similar size ani- 
mals, the Victor Conibear # 330 is the 
most effective trap ever developed. 


Ask your wholesaler for Victor Coni- 
bear traps. And for the most complete 
line of profit-making leg-hold traps, 
look to Victor, too. Your wholesaler 
will be glad to help you plan a com- 
plete Victor display. 


ANIMAL TRAP COMPANY OF AMERICA 
Pascagoula, Miss. 


Lititz, Pa. . 
Falis, Ont. 





Govt. submits standards 
for steel doors to trade 


Recommended commercial! stand- 
ards for steel doors and frames, 
prepared by the Technical Services 
office of the Commerce Dept., has 
been submitted to the trade for 
consideration. 

Standard Stock Commercial 1% 
Inch Thick Steel Doors and Frames, 
apply to regular stock items only. 
The proposed standards cover con- 
struction materials, sizes, types of 
doors and frames, preparation of 
doors and frames for hardware. 
They also provide a means for 
manufacturers to label doors and 
frames to assure purchasers of 
compliance with specifications. 

The standards recommendations 
were developed at the request of 
the Steel Door Institute, and are 
being distributed to producers, 
wholesalers and users for further 
considerations and endorsement. 
Once trade acceptance is recorded, 
the standards will be issued by the 
Dept. of Commerce. 


Imports of dry batteries 
predicted to jump 50% 

Imports of dry batteries are 
expected to increase to 45 million 
units this year, against 30 million 
last year, the National Electrical 
Manufacturers Assn. reports. Bat- 
teries made in Japan, Hong Kong, 
West Germany, Sweden, France, 
Switzerland and the United King- 
dom are imported for use in ra- 
dios, flashlights, toys, and elec- 
tronic devices. 

E D. McEachron, chairman of 
the association’s dry battery sec- 
tion, suggests that retailers con- 
sider the added sales volume 
needed on imports to equal profits 
from selling American brands; 
the promotion kits, displays, point 
of sale materials not offered by 
importers; and the benefits of con- 
sumer advertising done by Amer- 
ican manufacturers. 


30 million use it 


The Plastic Pipe Research Coun- 
cil of the Society of the Plastics 
Industry reports that plastic pipe 
is used in more than 30 million 
water installations in the U. S. The 
figure was announced at a meeting 
of Crescent Plastics, Evansville. 
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Card-Paks hang well on perforated 
wall board or will tier or stand on 
gondola glass bins. 


New Faultless packaging 
to raise impulse sales 


A new packaging program for 
household casters and glides, to 
convert the products from a “now 
and then” to an impulse item, has 
been introduced by Faultless Caster 
Corp., Evansville, Ind. 

Known as Card-Pak, the new 
packaging was developed by indus- 
trial designers after a careful pre- 
design survey of all phases of re- 
tail merchandising of casters. 

Advantages of the new packag- 
ing technique are greater ease of 
handling, increased convenience in 
storage and _ shipping, product 
identity, consumer appeal, and pro- 
tection against pilferage. 


Detroit Graphite line 
offered to distributors 


Detroit Graphite Co., Lyons, IIL, 
has made its DeGraco line of main- 
tenance coatings available to indus- 
trial distributors. This is the first 
time that the firm’s paints and fin- 
ishes have been offered through dis- 
tributors. 

This line was expanded recently 
when it absorbed the Rockcote 
Paint Co. maintenance line of coat- 
ings. Detroit Graphite and Rock- 
cote are divisions of Valspar. 


Devcon offers adhesives 
in special bonus packs 


Adhesives bonus packs contain- 
ing 14 units of any product for the 
price of 12 is being offered dealers 
by Devcon Corp., Danvers, Mass. 

Assortment bonus packs are also 
available. 


Want more facts? Circle 176, p. 59 
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NEW! DISSTON DIRK 14" DRILL 


the greatest advance in power drills in 15 years 


There’s never been anything like it. In design, power, convenience; no 
other drill on the market offers you the selling features of the Dirk—a new 
approach to power drills by Disston. Put the Dirk in a customer’s hands for 
30 seconds and he’s sold. Here’s why: 


The Dirk drills straighter, cleaner. 
it has a full-hand grip directly in 
line with the bit. Your customers 
can drill straighter, apply more 
muscle on tough boring jobs and 
eliminate the wobble that breaks 
bits and makes oval holes. And 
it’s the only drill with a built-in 
chip blower to keep work free of 
chips and dust. 


LEARN MORE ABOUT THE NEW DISSTON DIRK 14-INCH DRILL. Contact your local whole- 
saler or write to Disston Division, H. K. Porter Company, Danville, Virginia. The Dirk is 
another fine tool from Disston, master toolmaker since 1840. Display note: Disston box 
turns into a clever display to give your customers a first-hand look at this exciting new drill. 


DISSTON DIVISION 
H. K. PORTER COMPANY, INC. 


il 


ji 


More power with the Disston Dirk. 
it has a full 3-amp motor (1800 
rpm) with Spiroid® gearing. It’s 
one of the most powerful drills in 
its price class, develops over % 
hp. Spiroid gears have more teeth 
in simultaneous contact than any 
other right angle gears. And 
they're smaller (comparatively), 
stronger and more efficient. 


Exclusive! A stand-up base. It’s 
the only drill with a stand-up base 
— makes it easier to change bits. 
Drill bits won’t break or bend 
when the unit is put aside — it’s 
always in an upright position. And 
the Disston Dirk also has a three- 
wire safety cord. 


Want more facts? Circle 177, p. 59 


$3()00 


List Price 
Only a nickel 
more than the 
next best drill 


$1997 


Dealer Price 


Sneaks 

joists. An offset motor and a re- 
cessed Jacobs chuck give the 
working end the slimmest profile 
available. It also works closer to 
floors and ceilings. Note bit clear- 
ance required by conventional 
drills. 





























"L-0-F window glass 
is so profitable 
we keep it up front 


says F. W. Boykin, Owner 
Boykin Lumber & Supply Co., Beaumont, Texas 





| 
! 





*“Tt’s also a convenient location for our customers and for ourselves. 


“L-O-F Window Glass is the only brand we stock. We can get it from two 
or three local sources, so there’s never a delay. 


“My son Burwell, who cuts most of our glass, says that we have less break- 
age with L-O-F Window Glass because it is easier to cut.” 


Learn for yourself why L-O-F Window Glass cuts easier, reducing wastage 
and increasing profit. Send for free booklet. It also shows you how to dis- 
play it — merchandise it. 











FREE BOOKLET: Has plans for building various 
sizes of display storage racks. Lists L-O-F quality sales aids 
to help you get more business. Order booklet, ‘‘For Greater 
Profits”, from your L°O-F Glass Distributor (listed under 
“‘Glass”” in the Yellow Pages) or write to L°O-F, 675: 
Libbey-Owens: Ford Building, Toledo 1, Ohio. 
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LIBBEY-OWENS-FCRD WINDOW GLASS 


The glass that cuts easier, snaps clean 


TOLEDO 1, CGHIO 


Want more facts? Circle 178, p. 59 
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July 10-14 National Housewares Exhibit: 
Biggest Consumer Hardgoods Show on Record 


The up-coming National 
Housewares Exhibit, July 
10-14 at Chicago’s McCor- 
mick Place, will be the “big- 
gest and most dramatic mid- 
year presentation of con- 
sumer durable goods ever de- 
veloped by any industry.” 

This is the statement of 
Dolph Zapfel, secretary of 
the National Housewares 
Manufacturers Assn. “Once 
more, no available modern 
hall is big enough to ac- 
commodate all the suppliers 
requesting space.” 

After 13 years at Atlantic 
City, N. J., the mid-Summer 
show moves west to take on 
a more national flavor. Ac- 
cordingly, requests for show 
booths have reached an all- 
time high in NHMA’s 23- 
year history. 

Mr. Zapfel credits con- 
sumer buying patterns with 


much of the upsurge in in- 
terest for this show: “60 
percent of the industry’s $5 
billion in annual retail sales 
occur in the final months of 
the year.” 

“This show is in the right 
place at the right time to 
serve the great Fall and 
Winter consumer markets.” 

The Monday-through-Fri- 
day show hours will again 
be 9 ’til 5, with free rush 
hour buses between the hall 
and major Loop hotels and 
motels. 

More buyers are also ex- 
pected. The record average 
attendance of 22,000 daily, 
set at the Winter show, is 
expected to be topped. And 
the air conditioned comfort 
of McCormick Place augers 
well for longer, more re- 
laxed working hours for all 
involved. 





Hamilton-Skotch Opens 
Outdoor Living Contest 


Hamilton - Skotch Corp., 
New York, has announced 
the opening of the second an- 
nual Outdoor Living Awards 
Program display contest for 
dealers. Entries are now be- 
ing accepted and entry forms 
can be obtained from Hamil- 
ton-Skotch representatives or 
from Hamilton-Skotch Corp., 
295 Fifth Ave., New York. 

Store size is not a deter- 
mining factor in this contest. 
According to Norman B. 
Orent, president of Hamil- 
ton-Skotch, entries will be 
judged on creativity in set- 
ting up picnic and outdoor 
living displays. Any size 
photograph of a dealer dis- 
play is acceptable with an 
entry. The contest ends 
Aug. 1. 

Judging committee mem- 
bers, who will select the win- 
ners, include editors of Auto- 
motive Retailer; Chain Store 
Age; Department Store 
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Economist; Hardware Age; 
Home Furnishings Daily; 
Housewares Review; and 
Sporting Goods Dealer. 
First place winner in each 
category will receive plaques. 
Three honorable mention 
winners will receive scrolls. 


S$. Federbush Doubles 
Spring Showcase Sales 


Sales at this year’s Spring 
Showcase for dealers, put on 
by S. Federbush, were double 
the sales written at last 
year’s show, according to 
Eugene Haubenstock, presi- 
dent of the Lodi, N. J., 
wholesaler. 

More than 600 dealers and 
guests explored the booths 
occupied by 80 manufactur- 
ers during the one-day event 
held at the Lodi Armory. 

The Federbush dealer ad- 
vertising program was also 
introduced at the Spring 
Showease which marked the 
company’s 70th Anniversary. 


1961 


Benton Warner Named 
By Schaberg-Dietrich 
Schaberg - Dietrich Hard- 


ware Co., Lansing, Mich., 
wholesaler, has appointed 


BENTON E. WARNER, JR. 


Benton E. Warner, Jr. gen- 
eral manager. 

Mr. Warner was general 
manager and secretary of 
Milligan Hardware & Supply 
Co., East Liverpool, Ohio. 
His experience also includes 
that of merchandise man- 


ager for Montgomery Ward 
& Co. 

Announcement of Mr. 
Warner’s appointment was 
made by N. F. Luekens, 
president of Geo. Worthing- 
ton Co., Cleveland wholesaler. 
Schaberg-Dietrich is a 
wholly - owned subsidiary of 
Worthington. 


Walter Tips Co. Joins 
Liberty Distributors 


Walter Tips Co., Austin, 
Texas, wholesaler, has joined 
Liberty Distributors of Phila- 
delphia. 

Although the affiliation be- 
came effective only this 
month, the Tips firm has al- 
ready begun promotion of 
Liberty - developed national 
brands of Trustworthy, 
Dainty Maid and _  Sport- 
master. 


lona Appoints Bonan 


Francis Bonan, formerly 
of Fuller Brush Co., has been 
named assistant sales man- 
ager for Ilona Mfg. Co., Inc., 
Manchester, Conn. 





News About Dealers: Sales Floor Doubled 
By 111-Year-Old Trilling Hardware Co. 





Sheboygan, Wis.—The 111- 
year-old TRILLING HARDWARE 
Co. has doubled its sales 
floor space with a 4200 sq ft 
addition to its building. The 
expansion, part of a thorough 
modernization job, provides 
Trilling with a sales floor 
of 60x150 ft with new 
lighting, new floors, air con- 
ditioning and so on. During 
the grand reopening festivi- 
ties, 14 manufacturers’ sales- 
men were on hand to demon- 
strate merchandise, accord- 
ing to Hugo Trilling. 


Milwaukee, Wis. — Yankee 
Builders Supply, Inc., has 
purchased the Butter family 
interest in the Butter Wood- 
work Co., 1725 S. 12 St. 
The sale was announced by 
Roy Butter, president of 


BUTTER HARDWARE Co. Terms 
of the sale were not revealed 
but the price was said to 
be near $100,000. 


Cleveland, Tenn.—A new 
hardware and sporting goods 
store has been formed under 
the name of VILLAGE HaArp- 
WARE & SPORTING Goops INC. 
The 7000 sq ft store is 
scheduled to open in late 
August at the new Village 
Shopping Center. Officers 
are: president, Arnold Con- 
stable; vice-president, James 
F. Corn, Sr.; and secretary- 
treasurer, Margaret A. Con- 
stable. 


Conshohocken, Pa. — Wil- 
liam Hickey, formerly of 
Venango Hardware, has ac- 
quired CONSHOHOCKEN HARD- 
WARE, 122 Fayette St. 
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Harper & Mcintire Co. 
Names Lester Johnson 


Lester L. Johnson has 
taken on new responsibilities 
with Harper & McIntire Co., 
Ottumwa, lowa, wholesaler. 

Mr. Johnson has _ been 
named general sales man- 
ager of the wholesale firm. 
He will continue in his re- 


LESTER L. JOHNSON 


sponsibilities as manager of 
the Cedar Rapids division. 
He will remain in Cedar 
Rapids but will work closely 
with A. R. Carlson of Ot- 
tumwa, who is vice-president 
of sales. 

Mr. Johnson has been with 
Harper & McIntire Co. since 
1927 and has been a director 
since 1954. 


ROBERT S. BURGESS 


Union Carbide Names 
General Sales Manager 


Robert S. Burgess has been 
appointed general sales man- 
ager for consumer products 
of Union Carbide Consumer 
Products Co., New York. 

Mr. Burgess, who has been 
with the firm since 1936, has 
been manager of distributor 
sales, battery products, for 
the company since 1957. 


Ernst Joins Columbia 


Ed Ernst has been named 
assistant sales manager of 
Columbia Wax Products Co., 
Ozone Park, Long Island, 
New York. 





J. A. Williams Forms Trastworthy Retail 
Stores Program; First Quarter Sales Good 


Well over 100 hardware 
dealers have joined a newly 
formed group, known as 
Trustworthy Retail Stores, 
in the Pittsburgh, Pa., area. 
The group is sponsored by 
J. A. Williams Co., Pitts- 
burgh wholesaler. 

Sales volume on items pro- 
moted through the new pro- 
gram were reported out- 
standing during the first 
quarter of this year. 

The main purpose of the 
Trustworthy Retail Stores 
Program is to extend the 
benefits of a complete mer- 
chandising and advertising 
package to stores that could 


not otherwise afford such an 
effort. 

Early this year, the pro- 
gram was introduced to area 
dealers through a series of 
meetings. According to Al- 
fred H. Wagman, vice-presi- 
dent of sales and merchan- 
dising for J. A. Williams Co., 
each meeting was attended 
by about 30 dealers. Features 
of the meetings included pre- 
sentation of planned window 
displays, previews of some of 
the 260 television commer- 
cials and plans for monthly 
promotions. 

Mr. Wagman is responsible 

(Continued on page 118) 


Sell More Hardware—That’s Goal of New 
Study Sponsored by Wholesalers’ Group 


Plans to conduct a com- 
prehensive study of the sub- 
ject, “How Can the Hard- 
ware Industry Sell More 
Goods to the Consumer,’’ 
have been developed by the 
National Wholesale Hard- 
ware Assn. 

This study is the first step 
in a long range program de- 
signed to improve the effec- 
tiveness of wholesalers in 
moving merchandise. A 
broad outline of the overall 
program was presented at 
the 1960 annual convention 
by Howard W. Price, NWHA 
president (see HA, Nov. 3, 
1960, p. 77). 

Reed Drummond, Chicago, 
a marketing specialist, has 
been engaged by the asso- 
ciation to supervise the 
study. He will also make 
recommendations of methods 
that will stimulate whole- 
salers’ sales management, 
wholesalers’ salesmen and 
retailers to more effective 
sales efforts. 


The study will include a 
questionnaire survey of 
wholesalers’ salesmen on 
their views as to what they 
need to do a better job for 
both themselves and their 
dealers. 

Personal interviews will be 
arranged with the sales man- 
agement of a number of 
wholesalers to further ex- 
plore the subject. View- 
points of dealers also will be 
solicited. 

This study was developed 
under the guidance of the 
association’s Committee on 
Sales Motivation, and has 
been approved by the offi- 
cers, executive committee and 
advisory board of NWHA. 

The committee members 
are: chairman, James P. 
Townley, Townley Metal & 
Hardware Co.; W. A. Park- 
er, Beck & Gregg Hardware 
Co.; Norman P. Luekens, 
Geo. Worthington Co.; and, 
John S. Stiles, Morley- 
Murphy Co. 





Rubbermaid Promotes 
J. Robert Conybeare 
J. Robert S. Conybeare has 


been elected vice-president of 
marketing for the house- 


J. ROBERT S. CONYBEARE 


wares division of Rubber- 
maid, Inc., Wooster, Ohio. He 
was director of product plan- 


ning and marketing services. 

Mr. Conybeare now has 
charge of sales, merchandis- 
ing, marketing and product 
design for the division. Rob- 
ert W. Marchand, who has 
been director of housewares 
sales, has been named gen- 
eral sales manager under Mr. 
Conybeare. 

Before joining Rubbermaid 
last year, Mr. Conybeare was 
vice-president of sales for 
Lenox Plastics, St. Louis. He 
previously was with Rubber- 
maid from 1947 until 1952 as 
general sales manager. 


Wise Joins Warner 


Dwayne Wise has joined 
Warner Hardware Co., Min- 
neapolis wholesaler, as per- 
sonnel manager. He was as- 
sistant personnel manager of 
Thermo King Corp. 
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Vv. G. SCOTT 


Wood Shovel Names 
Scott to New Post 


V. G. Scott, formerly vice- 
president of sales planning, 
has been appointed  vice- 
president of manufacturing 
for Wood Shovel & Tool Co., 
Piqua, Ohio. He replaces R. 
E. Novy, who has retired. 

Mr. Scott’s functions in 
sales planning have been di- 
vided between Britton B. 
Wood, executive vice-presi- 
dent, W. D. Peabody, vice- 
president of sales services, 
and D. F. Peck, vice-presi- 
dent for sales development. 

Mr. Scott, who is responsi- 
ble for all five Wood Shovel 
plants, has been with the 
firm since 1942. 


Banner Distributing 
To Relocate in Denver 


Banner Distributing Co., 
Denver, Colo., is preparing 
to move from the downtown 
area to a brand new building 
at the northeastern edge of 
town. The formal opening 
is set for Sept. 17. 

The new 50,000 sq _ ft 
building is a one story struc- 
ture with air conditioning, 
expandable showroom, sales 
and executive offices, a truck 
dock and railroad space for 
two cars. This warehouse has 
about one third more space 
than the two-story, downtown 
building. 


Awards to Wholesalers 


Walter H. Allen Co., Inc., 
Dallas, Texas wholesaler, 
has been awarded a plaque 
for selling more than $100,- 
000 in merchandise by West 
Bend Aluminum Co., West 
Bend, Wis. 

Ace Hardware Corp., Chi- 
cago, has received a merit 
award from Stewart-Mowry 
Co., Div. of Armstrong 
Paint & Varnish Co., for sell- 
ing more than $1 million in 
Ace Paints. 


News of the Trade 








news in brief of 


MANUFACTURERS AGENTS 


@ Triplex Screw Co., Div. of 
Murray Corp. of America, 
Cleveland—Louis W. Appell 
Co., New York, has been as- 
signed the metropolitan New 
York area. Triplex has closed 
its Newark, N. J., warehouse 
and the Appell firm will help 
supply distributors in the 
area. Louis W. Appell, pres- 
ident of the agency, will 
supervise operations. Mr. 
Appell founded the agency in 
1928 and is a member of 
many business and fraternal wee 

organizations including: LOUIS W. APPELL 
Hardware Square Club of New York, American Hardware 
& Mfrs. Assn., and others. 


@ Del Mar Mfg. Co., Gardena, Calif.—Northern California 
and Nevada to Ames Co., San Francisco; southern Cali- 
fornia to Martin Goodman, Los Angeles; Washington, D. C., 
Virginia, North Carolina, and South Carolina to W. B. 
Fleet of Richmond, Va. 


@ American Family Scale Co., Chicago-Tennessee, Ken- 
tucky and Alabama to Arthur Bowen Sales Co., Nashville; 
Indiana to Marshall B. Houck, Indianapolis; Florida to A) 
Garwood, Miami; Georgia to Edwin B. Speth, Augusta. 


@ American Steel Wool Mfg. Co., Inc., Long Island City, 
N. Y.—Northern California to Malon Sales Co., Millbrae, 
Calif. 


@ Dalton Mfg. Co., St. Louis—Wisconsin and Minnesota to 
Loren H. Pease Co., Milwaukee. 





PROMOTE GREATER SALES... 
WITH THESE 2 UNIQUE ITEMS! 


ELECTRIC . 


. COMPACT 


CORN POPPER and VENDOR 


AND NEWLY DESIGNED 


Littl Lady 


© Stand up Height... 


¢ Really Cooks and Bakes . 
Mom's! 


© Made of Steel in Sales Appealing Coral 


enamel! 


¢ Full size oven for baking . 


face units for cooking! 


. . just like 


. 2 large sur- 


* Ready to use with large-sized utensils in- 


cluded! 


¢ Operates on AC or DC current. . . and 


it's sate! 


* 
Priced specially at “24” 


*Mfg. suggested Retail Price 


MEMBER OF 
TOY M’F'RS., U.S.A. 
AMERICAN TOYS 


No. 310 


METAL WARE ©... 


TWO RIVERS 


ELECTRIC CABINET RANGE 


almost 3 ft. fall! 


Aluminum popping bowl makes de- 
licious popped corn! 
Glass cover provides exciting fun 
for watching corn pop! 
Bowl tilts into hopper . . . serving 
bowls filled thru vendor spout! 
Durable steel in bright red and white 
trimmed baked enamell 

¢ Operates on 110-120 AC or DC 


current! $ 7 95% 


a fast seller at only 
One of America’s 


best-known quality foy 
lines for 38 years! 


WISCONSIN 


Want more facts? Circle 179, p. 59 
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Another record-breaker coming up... 


JULY in CHICAGO 


The most important mid-year housewares 
show in the industry’ s history — 


= the show that will spark-your fall gnd- 
i Po re and ideas _ 


aa . me: 


35" NHMA 


National Housewares Exhibit 


JULY 10-14, 1961 


McCormick Place, Chicago 








Serving the housewares industry since 19355 
NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
t for prof 


11930 Merchandise Mart + Chicago 5&4, Illinois 


Want more facts? Circle 180, p. 59 
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News of the Trade——— 


Brand Names Winners Receive Awards 


Winners of the Brand Name Retailer-of-the-Year Competition, spon- 
sored by the Brand Names Foundation, Inc. (see HA, April 20, p. 
164) were presented their awards during an Awards Banquet at the 
Waldorf-Astoria Hotel in New York, May 4. They are, left to right: 
Marshall D. Rotter, president of National Supply & Hardware Co.., 
Milwaukee, first place in the Hardware-Housewares Stores Category; 


and runnersup, Howard E. Butz, Jr., 


vice-president, Hardware Fair, 


Baltimore; Merle Pavek, Westside Hardware, Rapid City, S. D.; and 


William C. Klingensmith, Klingensmith Hardware, Inc.., 
Pierre, S. D., not shown, also received a 


ton, Pa. Schuneman's, Inc., 
runnerup certificate. 


New Kensing- 





A. Y. McDonald Elects 
These officers were elected 
by A. Y. McDonald Mfg. 
Co., Dubuque, Iowa: chair- 
man of the board, C. M. 
Baumgardner; 


president, 


treasurer and chief execu- 
tive officer, J. M. McDonald; 
vice-president, R. M. Dodds; 
secretary, controller and as- 
sistant treasurer, E. F. 
Djerf; honorary board chair- 
man, D. L. McDonald. 





Ideal Brushes Wins 
Brush Makers’ Award 


Ideal Brushes, Inc., Van 
Nuys, Calif., has been award- 
ed first place honors in the 
first annual Gold Brush 
Award competition sponsored 
by the American Brush Mfrs. 
Assn. 

The Gold Brush Award 
is made for excellence in 
paint brush promotion, mer- 
chandising and point of sale 
display. Ideal received the 
award for its Select-O-Matic 
merchandising units. This is 
the first time any paint brush 
manufacturer has_ received 
such an honor. 

Inauguration of the Gold 
Brush Award climaxes the 
ABMA Paint Brush Division 
promotional program for 
1960-61. 


Moto-Mower Appoints 
O'Brien to Sales Post 


Moto - Mower, Inc., Rich- 
mond, Ind., has appointed 
Martin O’Brien service sales 
supervisor. He was a distrib- 
utor of outdoor power equip- 


ment in Des Moines, Iowa. 

Mr. O’Brien will be respon- 
sible for sales and distribu- 
tion of parts through the 
firm’s central parts distribu- 
tors and service dealers. His 
experience includes associa- 
tion with another power 
equipment firm as parts man- 
ager and export sales mana- 
ger. 


Acme Quality Paints 
Names C. A. Arentson 


Acme Quality Paints, Inc., 
Detroit, has appointed C. A. 
Arentson sales manager of 
the insecticides division. He 
was Kansas City district 
manager. 

Calvin J. Peterson has been 
appointed to succeed Mr. 
Arentson in Kansas City. 


Hager Warehouse Shift 


C. Hager & Sons Hinge 
Mfg. Co., St. Louis has re- 
located its warehouses in At- 
lanta and San Francisco. The 
new Atlanta address is 534 
Permalume Pl., N.W. The 
new San Francisco address 
is 124 King St. 
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IN CARTON ON WIRE RACK 


Slaymaker's See-Pack—a colorful boat in a removable clear plastic sleeve—has 
revolutionized padlock merchandising. The See-Pack is eye-appealing, sales- 
compelling, versatile. It saves shelf space, keeps locks clean, is easy to open. And 
tests prove that See-Packed locks outsell similar locks as much as five to one! 


PULL-OUT TAB 
FOR HANGING 


IN OPEN BIN OR ON SHELF 





padlocks are 
GUARANTEED 


ra FOR LIFE 





MARSHALLTOWN TROWEL COMPANY -« 


MARSHALLTOWN, 


Want more facts? Circle 182, p. 59 


IOWA 





~ SCREW ANCHORS — JACK (i Salading 


ALWAYS SELL GENUINE 


Want more facts? Circle 183, p. 5 


112 © HARDWARE AGE, May 18, 1961 


= MOLLY a 
Pg. 





Soshiba Scores Again With 


A Grand Slam Promotion! 


Free “‘Double Header” Offer 
That Clears All The Bases 
For Increased Sales and Profits 


GRAND SLAM 


No. 1 


GRAND SLAM 


| PILFER-PROOF 
Semen POINT-OF-SALE 
— : MERCHANDISE 
DISPLAY 

















NEW $39.95 |) 
BASEBALL 
6 TRANSISTOR 
~~ RADIO 











Free! with 9 Best-Seller Free! with Every 100 Runs 


Transistor Radio Assortment 


This eye-attracting, traffic stopping 
Toshiba point-of-sale merchandise 
display is yours absolutely free with a 
9 best-seller assortment. Slim compact 
styling! Magnificent genuine Walnut 
sides. Pilfer-proof too! Plexi-glass 
front, and rear lock and key. Place this 
sales producing merchandise display 
on your counters and let it go to work 
for you. Remember .. . you get one 
free with your order of a best-seller 
Toshiba assortment of 9 radios. 








Don't Wait! Act Now! 
Contact Your Toshiba 
Distributor Today 
For All the Details! 








Scored On 14 Models 


Sensational “FREE BASEBALL 
RADIO OFFER!” Only a “Champion- 
ship Team” like Toshiba could produce 
this exclusive radio. Looks likea 
BASEBALL, feels like a BASEBALL, 
performs like an “All Star.” A sure 
traffic stopper! It’s simple to “Play 
Ball” with Toshiba! Every radio has 
been assigned “Earned Runs” .. . for 
every “100 Runs” you score you get 1 
TOSHIBA BASEBALL RADIO free 
(retail value $39.95). 


TOSHIBA DISTRIBUTORS SERVING THE HARDWARE TRADE 


ACE HARDWARE 
Chicago Illinois 


COTTER & CO. 
Chicago, Illinois 


HARPER McINTIRE 
Ottumwa, lowa 
KNAPP & SPENCER 
Sioux City, lowa 


CUTLER HARDWARE CO. 
Waterloo, lowa 


BELKNAP HARDWARE & MFG. CO. 
Louisville, Kentucky 

BLISH, MIZE & SILLMAN 
Atkinson, Kansas 


ALBANY HARDWARE & IRON CO. 
Albany, New York 


WEED-CO. 
Buffalo, New York 


EDWARD K. TRYON CO. 
Philadelphia, Pennsylvania 


WICHITA HARDWARE 
Wichita Falls, Texas 


ROSE KIMBALL, BAXTER 
Elmira, New York 

GEO. WORTHINGTON CO. 
Cleveland, Ohio 


L. H. KURTZ CO. 


Des Moines, lowa 


DRAKE HARDWARE CO. 
Burlington, lowa 


Some Distributor Territories Available! Write .or Information! 
: Exclusive U.S. Representative for Toshiba Transistor Radios 
TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N. Y. 


Canadian Distributor: Regal International Corp., 185 Van Horne, Montreal « All Prices Suggested List. Slightly Higher In Canada 
Want more facts? Circle 184, p. 59 
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Reynolds Aluminum Center 
-a 3 ‘Way money maker: 


SRR : 
a ving : 
$$: : 





per dollar invested 


SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSS 





Takes up less than 7 sq. ft. 


of valuable floor space 
SSSSSSSSSSSSSSSSSSSSSSSSSFSSS$$SSS 


Automatically suggests sales of 


related items 
SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSS 


Take advantage of these three “plus factors”. Actively 
promote this Reynolds display rack. Locate it in an 
area of high customer traffic; keep it clean, attractive 
and fully stocked. No warehouse worries; the top dis- 
tributors coast-to-coast carry the full line of Reynolds 
Do-It-Yourself Aluminum for prompt service, imme- 
diate delivery. Call your local distributor or write direct 
to: Reynolds Metals Company, Richmond 18, Virginia. 


re ¥ : $ & ° eae 
TCL 


Surveys show: sliding 
door track sales climbing! 
|} Check your stock now. 
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Accept Room Requests 


The 1961 Atlantic City 
convention has started with 
the announcement that ho- 
tels now are accepting reser- 
vations for the convention 
Oct. 22-25. 

Cooperating hotels are the 
convention headquarters, the 
Dennis and Shelburne, and 
also the Claridge, Traymore, 
and Marlborough-Blenheim. 

Announcement that hotel 
reservations now are being 


_ accepted was made by Ar- 


thur L. Faubel, secretary, 
American Hardware Manu- 


_facturers Assn. The conven- 
tion is a joint meeting of 


the manufacturers 


associa- 


'tion with the National 
| Wholesale Hardware Assn. 


| 22 with the Presidents’ 


| manufacturers 


A call for delegates will 
be sent out about Aug. 15. 

The convention opens Oct. 
Re- 
ception. 

The conference booth pro- 
gram will be held Oct. 23 and 
24. A mailing on _ rental 
booth applications will reach 
early next 


| month. 


| Chicago Group to Hold 
72nd Annual Meeting 


The Chicago Retail Hard- 
ware Assn. will hold its 72nd 


_annual meeting on May 24. 


_ Lake 
_ Dinner is scheduled for 7:30 





Two speakers will be fea- 
tured. 

The meeting will be held 
at the Furniture Mart, 666 
Shore Dr., Chicago. 


Stanley Names Wheeler 
_As Marketing Manager 


C. Frederick Wheeler has 


| been named marketing man- 


ager of Stanley Hardware, 
division of Stanley Works, 
New Britain, Conn. He was 
marketing manager for Stan- 
ley Tools division. 

Mr. Wheeler joined Stan- 
ley in 1957 from Porter- 
Cable Machine Co., Syracuse. 


Draper Mfg. Acquires 
Burns of Louisville 


Draper Mfg. Co., Inc., 
Hopedale, Mass., has acquired 
Burns Tool Co., Louisville, 
Ga. 

Draper, which has_ been 
supplying the chain saw in- 
dustry through its sales sub- 
sidiary, BlueJet Corp., will 
merge this operation with 
Burns into a new subsidiary 
to be called Burns Mfg. Co. 


| News of the Trade 
| Atlantic City Hotels 





General offices and factory 
will be in Louisville, Ga., 
where a new research and 
development center has been 
established. A number of re- 
lated products will be intro- 
duced later. 

Sam Burns has been ap- 
pointed president and trea- 
surer of Burns Mfg. Co., and 
H. James Hutchinson has 
been named vice-president of 
sales. 


James Cooley Promoted 
To Lenox Sales Post 


James W. Cooley has been 
promoted to assistant sales 
manager of Lenox Plastics, 
Inc., St. Louis. He was south- 
ern regional sales manager. 

Mr. Cooley, who will be 
responsible for sales manage- 
ment in the eastern and 
southern regions, joined 
Lenox in 1959 as district 
sales manager. He had been 
associated with Rubbermaid, 
Inc. 





Dates Announced For 
Wholesalers’ Shows 
Walter H. Allen Co., 

Inc., Dallas, Texas, An- 

nual Stockholders Meet- 

ing & Merchandise Show, 


Aug. 28-29, at Baker Ho- 
tel, Dallas, Texas. 





American Hardware 
Supply Co., Toy & Gift 
Show, June 5-23, at com- 
pany offices, 41 Terminal 
Way, Pittsburgh, Pa. 





Hardware Wholesalers, 
Inc., Annual Convention, 
Merchandise Show and 
Stockholders Meeting 
Oct. 29-31, at company 
offices, Nelson Road, Fort 
Wayne, Ind. 





S & M Co., Dealer 
Show, June 11-12, at com- 
pany offices, Arthur & 
Kennedy Sts., N. E., Min- 
neapolis, Minn. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are shown 
in the Convention Calendar 
on page 91. 











Paint Show Date Change 


The 14th annual conven- 
tion and trade show of the 
Retail Paint & Wallpaper 
Distributors of America, 
Inc., has been rescheduled 
for Nov. 18-20 in Detroit’s 
Cobo Hall. It was originally 
scheduled for Nov. 26-28. 





SAVES WstaLtation PROVEN 


2 SIZES OEM IN TEST USE 


AMERICA'S LARGEST PAINT La | by leading Hardware, Paint & Variety Stores!* 
MAKERS USE AND RECOMMEND aga ea. Ae 3 
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retail INE 


E Wii) ~S 
ALUMINUM 
BRIGHTENER 


A new, fast-moving, big 
margin product for home 
or professional usel 





Delivered ready to use on table, floor, bench, counter. 
Quiet, quick, convenient. Keeps shelf stocks 
factory-fresh always. Produces “custom” colors 
for easy extra sales. 


WRITE Today for FREE 
Ilustrated Catalog 








manufacturing company 


Serving Industry Since 1927 


9425-45 Seymour Street © Schiller Park, Ill. 
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Now you can give your 
customers a new and proven 
a / product, compounded to 
AND priced, to Aol, ! give professional results, yet, 
is simple to use. All you do 
TIME-TESTED [BRANDED] | is brush on the Aluminum 
DEPENDABLE TOOLS Brightener, let it work 
eoasecece chemically for a few minutes, CHEMICALLY 
| then rinse it off. A big, CLEANS 
| full quart size cleans an BRIGHTENS 
average 6 room house. YE) teh ita i 


You get sales helps too. ALUMINUM 
| Including advertising, co-op COMBINATIONS, 
_ allowances, and merchandising STORM DOORS. 
materials. Ask your wholesaler ETC. 
for full information. If he 
can’t supply you, write, wire 
or call direct. Ask about the 
special introductory offer. 


——~ ——_—— FREE CATALOG SHOWS COMPLETE LINE OF 
Kenberry GADGETS Bi | PROVEN PROFIT MAKING BURNISHINE PRODUCTS 




















» STILLSON TYPE 
DRILSAW ~! WRENCHES 











ARE PROFITABLE 


Sell Fast, Use a SS . 4 | including: 
Little Spoce ee 4 


. i a <i 
Display as a family of as a % Po / ~- | 
gadgets in one piace | ae ES ae Se : oa 
on peg boards of Vow sr | , 4 ie Re — 
counter bins for fastest r ye , 
self-service sales. Serv- | |i, Boy ae ; ® Mow Power ®@ Chrome and Metal Polish 
sR “a Norcia E | ol | ® Auto Cleaners and Polishes 


Slicers. Jar Wrenches. wnt” ca | e ih 
Deluxe Roast Rack | | 3 | , Hand Cleaner, etc 


Skewers in all sizes 


Hangers, Potato, tate a Ee” Mie BURNISHINE KEEPS THINGS SPARKLE-CLEAN 
Rack. Broom Clips. oa . — - | 


“+ an — Boa erg a | Manufacturer Representatives: Select territories still available. 


More than 50 GIANT BARBECUE TONGS Send resume for details. 

Kenberry GADGETS JOHN CLARK BROWN i«<¢ Burnishine Products Company 

Ask your jobber ONE MONTGOMERY ST 8140 Ridgeway Avenue, Skokie, Illinois (Chicago suburb) 
SS mcinctrt Shon >it enberry Gavcett America’s first manufacturer of metal polishes. 184 


Want more facts? Circle 188, p. 59 | Want more facts? Circle 189, p. 59 
HARDWARE AGE, May 18, 1961 « 115 


*names on request., 

















News of the Trade 





brief reports of 


MANUFACTURERS’ SALESMEN 


@ Wear-Ever Aluminum, Inc., New Kensington, Pa.—M. 
H. Renner, formerly assistant sales manager of food service 


| equipment, to district sales manager in Cleveland and Pitts- 








th 3M Sandpaper Cabinet. There are 
out in the open for self-service buying. 
tomer needs. Choose from five profit 


You're looking at one shelf ina 

seven more shelves just like it and 

of q together they bring sandpaper stocks 
Attractive display unit holds com- 

super plete grit selection for 99% of cus- 
| building sandpaper assort- 
Sa esmal ments. Ask your 3M Man. 


Miwnesora (finine ano Affanuracrurine company | 


«++ WHERE RESEARCH IS THE KEY TO TOMORROW 





‘ ; 


MINUM 2 
LARGE 21” ARROW | 


WEATHER 
_ VANES 


Cast in 3 di- | 
mensional life 
time aluminum. 
“Adjustable 
Bracket. Fits 
any roof. 5 De- 
signs in gleam- 
ing black. 


HOUSE & MAIL BOX SIGNS 
| For Lawn, Post & R.F.D. 
Box. Handsome 3 di- 
mensional ornaments 
cast in rust proof alvu- 
minum, Name 
je plate holds 12 letters. 
‘ r Send For FREE Catalog 


: N HARDWARE CO., INC. 7% 
a — STREET * NEW YORK 6, WY 
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_burgh for housewares and food service equipment. 








He 
succeeds W. E. Cummins, who has become area manager 
for Alcoa Wrap in New Mexico and Arizona. 

@ Atlas Tool & Mfg. Co., St. Louis—E. P. Hardison, 
wholesale hardware veteran, to Tennessee, Mississippi and 
Alabama out of Senatobia, Miss.; James E. Gibbons to 
Minnesota, North Dakota, South Dakota and part of Wis- 


' consin. 


@ Union Fork & Hoe Co., Columbus, Ohio—George E. 
McMahan, formerly with Fayette R. Plumb, Inc., to cover 
Missouri, Kansas, Indiana and southern Illinois. 

@ Sylvania Electric Products, Inc., Salem, Mass.—Jerry 
R. Schmitt has been named assistant product manager for 
the Lighting Products Division. 

@ Wood Shovel & Tool Co., Piqua, Ohio—Harold C. Hill, 
formerly with Dun & Bradstreet, to Kansas, Missouri, 


| southern Illinois and Indiana, and western Kentucky. 


@ Weller Electric Corp., Easton, Pa.—James L. Wheeler has 
joined the firm to cover Illinois, Wisconsin, Minnesota, 
North Dakota and South Dakota out of Joliet, III. 

@ Winchester-Western Div., Olin Mathieson Chemical Corp., 
New York—Arley D. White, former sporting goods store 
manager, to Illinois, eastern Missouri and Kentucky. 

@ Medalist Hardware Div., National Lock Co., Rockford. 
Ill—Hugh Heflin promoted from general sales to cover 
Georgia, Alabama, Tennessee and South Carolina. 

@ X-Acto, Inc., Long Island City, N. Y.—William Korr, a 
17-year veteran of the hobby field, to Illinois and Wis- 
consin. 


@ Proctor-Silex Corp., Philadelphia—Jack Kory from Bos- 


| ton district manager to New York district manager. 


@ Campbell Chain Co., York, Pa.—Donald Luehrs, formerly 


_| with Akron Laminating Co., to Cleveland area manager. 





First Alaskan Attends Goulds Classes 





| ee oe 


For the first time, a representative from Alaska has attended the 
water system training school conducted each year by Goulds Pumps, 
Inc., Seneca Falls, N. Y. In addition, this Alaskan is the first woman 
ever to attend the Goulds classes. She is Mrs. Joseph Vanconia, 
office manager of Yukon Supply Co., Fairbanks. 
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3M Rubber Sanding Blocks are 
unbreakable, best for both wet 


? 
That's 
and dry sanding. Shaped to fit 
h the hand, with just the 
the way 


right amount of pliability 
for work on both flat and 

h os ad be 
the block 32) sca""32 
bounces 


and green in eye- 

catching displays. 

Two sizes make every 

Sandpaper user a pros- 

pect. Ask your 3M Man. 

“"3mM"° IS A REGISTERED TRADEMARK OF 3M CO., ST. PAUL 6, MINN. 


Minmesora Aftnine ano Afanuraciunine <> | 








ALL PURPOSE UTILITY KNIFE 
DEALER COST 24¢ 


OVER 1000 USES IN HOME, FARM AND INDUSTRY 


idshe Kitz) 











Made in U.S. A. 
© 3 POSITION ADJUSTABLE 
SABER HANDLE BLADE 


CONTAINS 2 BLADES ® HEAVY DUTY REVERSIBLE 
DIE CAST ZINC BLADES 


ASK YOUR JOBBER 


« Plastic, fiberboard, paper, wood, leather, rubber, linoleum, 
FOR CUTTING: wall beard, asphalt, sereen. spline, rope, eardboard, ete. 


LUSTRE LINE PRODUCTS 
53 No. 2nd St. Philadelphia 6, Pa. 


RUSTPROOF 
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Quality for over 25 years! 


TOOL BOX 
OF THE 
MONTH 


Deep drawn. seamless 
steel, hip roof style. 19°' 
x 7/2" x B44". Lift-out 
tray, electro-welded 
piano hinges; durable 
baked enamel finish; 
contour form fitting 
handle; bright, zinc 
plated hardware: also 
available in 14" 
(140DL) and 16" 
(160DL). 


SIMONSEN INDUSTRIES, INC. 
i414 S. Michigan Avenue, Chicago 5, Illinois 
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For full profits sell the 
complete 


HAHN-ECLIPSE LINE 


@ 25 Models of ECLIPSE Reels, Riders, Rotaries 
oF Models of HAHN Pow-R-Boy Tillers 


If you’re a HAHN dealer or an 
ECLIPSE dealer, you automatically 
are eligible for the increased 
profits of the complete 
HAHN-ECLIPSE line. If you are 
neither, it will pay you 

to investigate. The new 
HAHN-ECLIPSE CO. offers 

you full profit and 

proven dependable quality 

on a complete line of 

HAHN rotary tillers and 
ECLIPSE reel-type and 

rotary mowers, riding 

mowers and chain saws. 

Stock the full line for 

full profits. 


Write today for 
details — either 
the Mower and 
Chain Saw Division 
or the Tiller 
Division. 


Mower and Chain Saw Division: 
P. O. Box 67, Phophetstown, Illinois 
Phone 2311 


Tiller Division: 
2000 N. 6th Avenue, 
Evansville 7, Indiana 
Phone HA 4-0931 
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News of the Trade 





; 
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This is an example of one of the display windows that dealers can get installed by professionals through 
the recently formed Trustworthy Retail Stores Prajram sponsored by J. A. Williams Co., Pittsburgh, 


Pa., wholesaler. 





OBITUARIES 





Kenneth B. Hodges 


Kenneth B. Hodges, 64, 
president of Albany Hard- 
ware Co., Albany, Ga., whole- 





KENNETH B. HODGES 


saler, died April 28 at Phoebe 
Putney Hospital following a 
heart attack. Mr. Hodges, 
who was also president of 
Hodges Builders Supply Co., 
had headed Albany Hard- 
ware for more than 20 years. 
Before that he was a vice- 
president of the firm. 


Barney Boyd Harwell 


Barney Boyd Harwell, 49, 
co-owner of Henry West & 
Sons Hardware, Gibsonton, 
Fla., died April 15 in a local 
hospital. Mr. Harwell, who 
had been in Gibsonton for 


19 years, was also co-owner 
of the East Bay Shopping 
Center. 


William R. Fitzwater 


William R. Fitzwater, 54, 
treasurer and director of 
Valley Supply Co., Inc., El- 
kins, W. Va., wholesaler, 
died of a heart attack at 
his home April 9. Mr. Fitz- 
water, who had been with 
the firm for more than 30 
years, was the son of the 
late former president W. N. 
Fitzwater. He was a nephew 
of company president J. H. 
Fitzwater. 


Alvin Julius Johnson 


Alvin Julius Johnson, 66, 
owner of Johnson’s Hardware 
store in Marathon Shores, 
Fla., died April 14 at his 
home after a short illness. 
Mr. Johnson moved to Flor- 
ida from Illinois three years 
ago. 


Samuel E. Zeientz 


Samuel E. Zeientz, 64, di- 
rector of sales in the Per- 
sonal Brush Div., Empire 
Brushes, Inc., Port Chester, 
N. Y., died April 9. 


F. Raymond Coyle 


F. Raymond Coyle, 70, 
co-owner of Clossman Hard- 
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ware store, Zanesville, Ohio, 
died recently of a heart 
attack while visiting in Balti- 
more, Md. 


Norman N. Barbour 


Norman N. Barbour, 64, 
retired salesman of Bissell, 


Inc., Grand Rapids, Mich., 
died recently in Beverly 
Hills, Calif. Mr. Barbour, 


who retired two years ago, 
was West Coast representa- 
tive for 20 years except for 
four of those years when he 
was national sales manager 
at Bissell. 


Albert F. Hooper 


Albert F. Hooper, 72, re- 
tired employe of Belknap 
Hardware & Mfg. Co., Louis- 
ville wholesaler, died April 
13 at his home in Louisville. 


Herman J. Schmidt 


Herman J. Schmidt, 62, 
clerk with Georgetown Hard- 
ware Co., Seattle, Wash., 
died April 2. He had been 
with the firm since 1915. 


Walter C. Vaughan 


Walter C. Vaughan, 92, 
president of W. C. Vaughan 
Co., Boston builders’ hard- 
ware firm, died recently af- 
ter a brief illness. 


Joseph Callanan 


Joseph Callanan, 67, pro- 
prietor of Roach Hardware 
Co., Cambridge, Mass., died 


J. A. Williams Forms 
Trustworthy Stores 

(Continued from page 109) 
for developing and supervis- 
ing the Trustworthy pro- 
gram. Robert A. Winer of 
Lando Advertising Agency, 
Inc., Pittsburgh, has _ been 
named promotion director of 
the group. 

Dealer participation in 
Trustworthy is strictly vol- 
untary. No dealer can be 
voted in or out of the pro- 
gram. In addition, no dealer 
is obligated to purchase ad- 
vertised merchandise from J. 
A. Williams Co., nor must the 
dealer adhere to advertised 
prices unless controlled by 
law. 

The program is offered to 
hardware-housewares dealers 
operating within a 75-mile 
radius of Pittsburgh. As of 
April 30, there were 129 
dealers signed up and more 
coming in, according to Mr. 
Wagman. 

Dealer meetings are held 
periodically to select items 
to be featured in circulars 
and other promotions. Final 
selection of items is made by 
vote of all dealers. Mer- 
chandise for the Summer cir- 
cular was selected at the 
most recent dealer sessions. 

Benefits of the program, as 
listed by Mr. Wagman, in- 
clude: Individual dealer tag 
lines on television commer- 
cials; each member listed in 
newspaper advertisements; 
seasonal store decorating and 
promotion kits; circulars; 
and, individual window dis- 
plays professionally installed. 

Mr. Wagman has announc- 
ed that the first annual con- 
vention of Trustworthy Re- 
tail Stores will be held Aug. 
6-8 at Syria Mosque in Pitts- 
burgh. Also, a kickoff meet- 
ing for dealers will be held 
on Aug. 6 at the Webster 
Hall Hotel where Fall and 
holiday merchandise will be 
selected for promotion. 





recently at Deaconess Hos- 
pital. He had operated his 
business since 1924. 


John Jufer 


John Jufer, 82, founder of 
John Jufer & Son hardware 
store in Ardsley, N. Y., died 
recently in Dobbs Ferry Hos- 
pital. 


John E. Booher 


John E. Booher, 74, for- 
mer Indianapolis area hard- 
ware dealer, died recently in 
Methodist Hospital. 











wp 


Graduates of the 1961 advanced course in builders’ hardware in New 
York City, sponsored by the Metropolitan Builders’ Hardware Club 
and the New York Chapter of ASAHC. 





Two Northwest Dealer Groups Announce 
Merger; Robert Carey Elected President 


Two hardware and imple- 
ment dealer associations in 
the Pacific Northwest have 
merged into one organization. 
Trustees of the Pacific North- 


ROBERT R. CAREY 


west Hardware & Implement 
Assn. and the North Coast 
Retail Hardware Assn. met 
May 1 to finalize the merger 
plans. 

The successor organization 
is Pacific Northwest Hard- 
ware & Implement Assn. It 
serves dealers in Oregon, 
Washington and Idaho. 

Robert R. Carey, Inland 
Machinery, LaGrande, Ore., 
has been elected president of 
the new group. He was pres- 
ident of the Pacific North- 
west group. 

Don Farr, Farr’s Home- 
town Hardware, Coquille, 
Ore., former president of 
North Coast, has been named 
immediate past president of 
the new group. 

Other officers are Dale M. 
Bergh, Gresham, Ore., and 
Wilbur Peters, Opportunity, 
Wash., vice-president; John 
D. Spann, Lynden, Wash., 
national director. 


Directors are T. Hedley 
Dingle, Coeur d’Alene,, Idaho; 
Harry F. Higgins, Moses 
Lake, Wash.; Rex Kabrich, 
Sunnyside, Wash.; John 
Malone, Pomeroy, Wash.; 
R. A. Naumes, Medford, 
Ore.; Herbert L. Schneider, 
Hillsboro, Ore.; John D. 
Streiff, Lewiston, Idaho; 
John Weber, Odell, Ore.; 
E. J. O’Kelley, Seattle; 
Larry Adams, Grants Pass, 
Ore.; Lloyd Walker, Eugene, 
Ore.; Robert Brosey, Win- 
lock, Wash.; Donald Custer, 
Renton, Wash.; Ronald 
Gowan, Seattle; and Roy 
Winkenwerder, Yakima, 
Wash. 

The organization of about 
1000 dealers will set up head- 


DON FARR 


quarters in Portland shortly, 
according to Russell R. 
Mueller, managing director 
of the National Retail Hard- 
ware Assn. Pacific North- 
west, established about 1934, 
was in Spokane and North 
Coast, established about 1911, 
had headquartered in Ta- 
coma. 


——News of the Trade 








Builders’ Hardware Course Just Completed 
Advances 33 On Education Path To Be AHC 


The class of ’61 has been 
graduated from the builders’ 
hardware course sponsored 
by the Metropolitan Builders’ 
Hardware Club and the New 
York Chapter of the Ameri- 
can Society of Architectural 
Hardware Consultants. 

Diplomas were awarded at 
a dinner April 24 at Salz- 
man’s Restaurant in New 
York. 

Four classes now have 
been graduated; two of the 
basic course and two of the 
advanced course. This was 
the larger class of the ad- 
vanced course. 

Classes were held for 20 
weeks, 2 hours each week, at 
the Brooklyn Technical High 
School. 

John M. Martin was the 
instructor. Mr. Martin, man- 
ager of the New York office, 
Lockwood Hardware Mfg. 
Co., is the only man in the 
builders’ hardware industry 
holding a license from the 
New York City Board of Ed- 
ucation to teach builders’ 
hardware in adult education. 

Text book for the course 
was the Hardware Age 
Builders’ Hardware Hand- 


book. 

Fred Heil, president of the 
New York Chapter ASAHC, 
presided at the dinner meet- 
ing. Adon Brownell, retiring 
chairman of the educational 
committee, and author of the 
course textbook, was toast- 
master. Clifford Crowley, 
president of the Metropolitan 
Builders’ Hardware Club, 
awarded the diplomas. 

William D. Kraengel, co- 
ordinator of Evening Trade 
Schools, New York Board of 
Education, under whose aus- 
pices the course was conduct- 
ed, was the principal speak- 
er. Mr. Martin also was a 
speaker. 

Attendance at the dinner 
was 56, including 33 mem- 
bers of the advanced course 
graduation class. 

Plans are under way for 
another course in the coming 
Fall-Winter season. This will 
continue one of the most im- 
portant projects of the spon- 
soring organizations, the ed- 
ucation of young men in the 
New York City metropolitan 
area preparing to become 
Architectural Hardware 
Consultants. 


New York builders’ hardware course was handled by these men, 
seated, from left, Wm. D. Kraengel, New York City Board of Educa- 
tion; John M. Martin, class teacher; Adon H. Brownell, instructor. 


Standing, from 


left, Clifford Crowley, 


president, Metropolitan 


Builders’ Hardware Club; Warren Severs, Schlage Lock Co., instruc- 
tor; Paul Davis, Sachs Supply Co., instructor; John R. Schoemer, Yale 
& Towne Mfg. Co., instructor; Fred Heil, president, New York Chap- 


ter of ASAHC. 





Amerace Corp. to Buy 
Swan Rubber Company 


The board of directors of 
Swan Rubber Co., Bucyrus, 
Ohio, has accepted an offer 
to buy the company by 
Amerace Corp., N. Y. The 
transaction is subject to ap- 
proval by Swan sharehold- 
ers. 

Announcement of the 


transaction, for an undis- 
closed sum, was made jointly 
by Victor T. Norton, presi- 
dent of Amerace, and Mort 
G. Nussbaum, president of 
Swan. 

Swan expects sales of 
$22,700,000 for its fiscal 
year ending July 31. Amer- 
ace had sales of $27,700,000 
for its year ending Dec. 31. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
ach additional word 


Positions Wanted 


(Special Rate) set solid, maximum 
50 words : 
Each additional word 05 
Allow Seven Words for Keyed Address 


or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Depf. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
cotalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED BB REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 





PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, 
Hardware Stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. Write: 


MAJESTIC BRUSH MFG. CORP. 
210 W. 29th St., New York 1 


EXPERIENCED SALESMEN 


with following among retail hardware and 
nag mn stores, to sell the most popu- 
lar branded lines of dog furnishings. Can be 
handied as a side line. Liberal commission. 
Choice territories open. 


Box 524, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


SALESMAN WANTED 


Experienced in automotive trade for National AAA-1 

mpany, estb. 29 years. We sell thousands of items 
of highest quality, from warehouses centrally located 
in each part of the country. Better than average 
commission. Extensive training program. For inter- 
view send resume and sales experience te 


Box 530, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











Manufacturers Representatives 


Calling on Wholesalers, Jobbers and Syndicates 
for brand new line of packaged nails and screws 
A prestige line. All Territories open. Please 
reply with full details relative to experience, 
lines carried, territory covered. 


Box 522, ¢/e HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURERS AGENT 
NEEDS ASSOCIATE TO TRAVEL STATE 
KENTUCKY, SOUTHERN OHIO, SOUTH- 
ERN INDIANA, W. VIRGINIA. 70/30 
SPLIT, MANY ESTABLISHED ACCOUNTS. 
NO HOUSE ACCOUNTS. 


Box 518, ¢/o HARDWARE AGE 
nut & 56th Sts.. Philadelphia 39, Pa. 











WE BUILD HARDWARE 
PRODUCTS 


Middle Atlantic contract manufacturer 
available to assemble or completely fabri- 
cate any metal products. 


Box 521, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


SALESMEN 


calling on hardware stores! Carry out 
line of plumbing and hardware special- 
ties. Territories open east of Miss. Good 
commissions. 50 year old firm. Write for 


details. 


Box 519, ¢/e HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











NATIONAL MANUFACTURER 


Of good quality, competitively priced paint 
brushes, has several protected territories avail- 
able. Top commission, all shipments prepaid. 
Splendid opportunity for the right men. State 
full particulars in first letter. 


Write Box 305, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVE WANTED 
EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
portment, variety and chain stores. Item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 











SALESMAN, sideline calling on retail stores 
and jobbers. Amazing inside LOXEM SAFETY 
LOCK makes any door SAFE from burglars. 
Exclusive safety-benefits. Now sold throughout 

S. Our sales show steady increase. Liberal 
commissions. Choice protected territories. LOXEM 
Manufacturing Company, 481 Main Street, New 
Rochelle, New York. 





SALES REPRESENTATIVES WANTED sell 
full line of imported shotgun shells for AA-1 
firm. Must have following with all types of re- 
tailers who handle ammunition. Prefer repre- 
sentatives with previous ammunition selling ex- 
perience. Choice territories available now. All 
replies held in strict confidence. Box 320, c/o 
Harpware Acer, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





TERRITORIES OPEN THROUGHOUT 
UNITED STATES for Plumbing Representa- 


tives. Manufacturer and Distributor of Plumbing 
Brass s, Sanitary China and Steel Plumbing 
Fixtures, Copper Tubing, Pipe Fittings, desires 
experienced commission representatives to sell 
rated Plumbing and Heating Contractors, medium 
and large Hardware Stores, Building and Lumber 
establishments. State experience and _ territory 
covered. Box 525, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 








MANUFACTURER OF BUILDERS HARD.- 
WARE including complete lines of replacement 
door knobs, extension closet rods, tubular locks 
and other popular items desires representatives 
calling on j rs, chains, contract supply houses 
and lumber yards in South and Midwest. Box 
517, c/o Hanpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 
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SEVERAL TERRITORIES NOW AVAIL- 
ABLE for Manufacturers Representatives. Line 
includes Basketball Backboards, a versatile roof- 
wall mounting bracket, and post mounting 
brackets. Please give references, lines carried and 
territory covered first inquiry. Enterprises Un- 
limited, 7023 Greenville Avenue, Dallas 31, Texas. 





SALES REPRESENTATIVE GREAT OP- 
PORTUNITY offered nationally known es- 
tablished manufacturer of complete line of Flash 
Lights and Batteries. Choice territories available. 
Box 531, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED calling on 
wholesale and retail trade. High quality small 
hand tools, competitively priced, made complete in 
N.S State tool lines now handled and terri- 
tories covered. Box 523, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








SALESMAN WANTED. Well established 
Hardware Jobber has opening for a salesman in 
Northern Maryland an rts of Eastern Shore 
of Maryland, Delaware sail Vicainle, Must be well 
experienced in the Hardware business, and have 
a following in this territory. Give all particulars 
regarding experience and background. Box 526, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





SALESMAN PLUMBING AND HEATING 
SPECIALTIES, sell for established firm 10% 
commission. Exclusive territory. Replies held con- 
fidential. Akron Supply Company, Inc., 216 Grand 
Street, Brooklyn, New York. 


PAINT SALESMEN — Manufacturer desires 
full or part time men to sell new, revolutionary 
exterior paint accepted wherever presented. Only 
product of its kind on the market—liberal com- 
mission arrangement. Good money to be made by 
wide-awake individuals. Territories available in 
New England, U N. Y. State, Md., Pa., N. 
& S. Carolinas. Write to Consolidated Chemical 
* — Mfg. Co., 456 Driggs Ave., Brooklyn 11, 





SALESMAN OR PART TIME SALESMAN 
wanted for Polyethylene Bags with fair condi- 
tions. Lucky Polyethylene Mfg. Co., 454 Berry 
Street, Brooklyn 11, N.Y., Eu. 8-5403. 


ACCOUNTS WANTED 


WELL ESTABLISHED MANUFACTURERS 
REPRESENTATIVE open for additional Hard- 
ware, Hiousewares or Garden line for Metropoli- 
tan New York and New Jersey. Concentrated 
persistent coverage of Hardware, Housewares and 
Garden wholesalers, rack jobbers, chain and cata- 
log houses. Excellent reputation in trade. Box 
403, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





SALESMAN: Now covering Hardware ac- 
counts throughout Florida looking for additional 
line. Can offer fast moving line of Plastic and 
Rubber Garden Hose, to be shipped either from 
Factory or St. Petersburg warehouse. Also have 
a line of Rubber and Plastic hardware items. 
Write THE GOODYEAR RUBBER PROD. 
CO., 1830 Central Ave., St. Petersburg 12, 
Florida. 











ACCOUNTS WANTED — BUSINESS OPPORTUNITIES BUSINESS OPPORTUNITIES 





CALLS GET RESULTS 


Manufacturer Representative interested in add- 
ing one QUALITY line to our present efforts. 
Hardware, Houseware, or Tool line. We cover 
pores ty Penn., South Jersey, and Delaware. Full 
etails. 


Box 516, ¢/o HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 











HARDWARE AND RELATED JOBBERS. 
large dealers. South Carolina and Georgia. 15 
years. Two full time men will join me Sept. Ist. 
Want staple line—NO GADGETS. Save time,— 
give COMPLETE information, catalog, prices, 
commission, etc. FIRST letter in confidence, 
Thank you. L. G. Smith, Box 461, Savannah, Ga. 


WANT SALES RESULTS? We get them be- 
cause we concentrate in Michigan, Ohio, Indiama. 
Will handle two additional lines—only highest 
grade considered. Write Box A-10, c/o Harp- 
ag Ace, Chestnut & 56th Sts., Philadelphia 

, Pa. 





WANTED SPECIALTY HOUSEWARES 
Non-Food and Hardware lines by aggressive 
hungry Manufacturer’s Representative. Chicago 
Market. We will get results! Write Box 513, c/o 


Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


BUSINESS OPPORTUNITIES 


BELIEVE IT OR NOT. For less than 5¢ 
each you can buy as few as three dozen brass 
key blanks beautifully embossed with your name 
and address in permanent raised letters. Write 
today for free bulletin #858. HAZELTON 
CHAIN CO. (manufacturers of key blanks and 
sash chain). 81 Kemble St., Roxbury 19, Mass. 








ATTENTION HARDWARE DEALERS! We 
pay CASH COMMISSION on all mail orders. 
Earn commission on sales to yourself. Send for 
our saleskit and catalog of hardware and plumb- 
ing specialties, so I may send your commission 
checks on their way. Box 520, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





TWO TEXAS HARDWARE STORES: New, 
modern, in two shopping centers, in State Capi- 
tol. Established 1889 and 15 years under present 
ownership. Full lines of hardware, houseware, 
gift, sporting goods and paint. Stock clean, fix- 
tures modern. North store $60,000.00. South 
store $40,000.00 approximately. Owner retiring. 
Box 515, c/o Harpware Acer, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





RETAIL HARDWARE ESTABLISHED 5 
years in sound business district of fastest grow- 
ing Community in California. Lots of parking, 
room for expansion. Excellent lease, potentially 
good volume. Underfinanced owner with other in- 
terests will sell clean stock and all at $20,000.00. 
Box 529, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





relations excellent. 


For further information write: 





Half Way Between New York & Chicago 
In the Heart Of The Great Lakes Region 
Industrial and Vacation Center of 
Northwestern Pennsylvania 


A GOLDEN OPPORTUNITY 


for an individual or group interested in the distribution of house- 
wares, garden supplies, toys and other fast selling consumer 
products. Present owners of 56 year old family wholesale house 
wish to retire. Steady volume of more than | million annually. 
Inventory fresh and clean. Warehouse facilities and equipment 
modern and well maintained. Customer, supplier and employee 


Are you stymied half way up the ladder? This is a chance of a 
lifetime to invest in and own your own 100°, wholesale business. 


WM. IRWIN ARBUCKLE 
144-148 West 13th Street 
Erie. Pennsylvania 
Phone: GLendale 4-716! 








POSITIONS WANTED POSITIONS WANTED 


HUSBAND AND WIFE TEAM, go a1 
where for challenging retail store opportunity. 
More than 30 years combined management and 
merchandising experience in our own store also 
worked in other people’s stores. Have sold out; 
now free to move at once. T. L. Ownes, Box 999, 


Caldwell, Idaho. 


any- 





SALES POSITION WANTED for Southern 
California. Over 20 years experience calling on 
Hardware, Drug, ariety, and Department 
Stores. Also Hardware and Electrical Supply 
Jobbers. Experience covers Gift Wares, House- 
wares. Electrical Supplies and Specialty lines. 
Write Box 503, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


MAN 42 YEARS OF AGE with 22 years ex- 
perience in retail lumber, millwork, building ma- 
terials, and hardware, as owner and manager, 
desires position as manager or would like to make 
change into wholesale or retail salesman. Will 
relocate. Box 514, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





HARDWARE MANAGER OR MANUFAC- 
TURERS REPRESENTATIVE, 16 years ex- 
perience all phases management, selling, buying, 
displays, etc., ome year wholesale experience. 
Ability to act in administrative capacity. Prefer 
West Coast, Northwest or Southwest. Will re- 
locate or travel. Excellent references. Write Box 
500, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





GARDEN SUPPLY SALESMAN,  man- 
agerial experience, eight years selling garden and 
lawn chemicals, fertilizers, equipment to hardware 
and garden distributors, dealers, golf courses, 
etc. New York Metropolitan area. Desires re- 
sponsible position with future. Box 528, c/o 

ARDWARE Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


MANAGER—for large volume hardware store 
or hardware department of building materials 
concern. Over 20 years experience in all phases 
hardware, paint, siding, insulation, etc. Will re- 
locate, prefer Conn., Mass., N. Y. State, Colorado 
or Florida. Resume on request, excellent refer- 
ences. Box 527, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





find in 





Chang ©S_New products and new trade names are constantly being added to the listings for 


the next Directory Number of HARDWARE AGE » Therefore, if you do not HARDWA RE A 6 3 


the current issue of the Directory Number the product you are in- 
terested in, write to the "Who Makes It” Editor. He'll be glad to serve you. 


Chestnut & 56th Sts., 
Phila. 39, Pa. 








DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 52 











SPRING ASSORTMENT >So 


AJAX Me. 730 — Consisting of 

* METAL S-DRAWER CABINET 
* 1,000 SPRINGS (#1 te #100) 
* METAL DISPLAY with SPRINGS 


Want more facts? Circle 194, p. 59 

















(WRITE FOR YOUR FREE: ) 


J/Complete Newest Set 
of Key Boord Tags 
yColorful Streamers y 
—S 


That Will Brighten Up \\ 
Your Store 

Vv New Edition of wn 
Blank Comparative List © 
STAR Key & Lock 


Manufacturing Co. 


51 South First Street 
Brooklyn, N. Y. 


Want more facts? Circle 195, p. 59 
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Only SANDS LEVELS 


offer _.. A TYPE FOR EVERY PRICE 
_.. A MODEL FOR EVERY PURPOSE 


MAGNESIUM 
¥3 lighter than 
aluminum... yet stronger. 


ALUMINUM 

Will not warp... will 

not rust. 

MAHOGANY 

Only carefully selected, 
vertical grain woods used, 
Available with Angle- 
Brass Binding. 


SUGAR PINE 
Seasoned to prevent 
warpage and free of 
imperfections. 


from the Mason to the Home Handyman 


To “tell the truth’”— when you sell the 
quality SANDS line or the economy 
SANDS-CRAFT levels your sales curve will 
soar. Take advantage of unmatched user 
acceptance of discriminating handymen 
and productive craftsmen. Stock up today. 


Sold Through Wholesalers Only. 


Pe SANDS oN, 
na. . nad co. 


PHARMO co. ON 


PLUS A COMPLETE LINE OF CEMENT 
FINISHER’S AND PLASTER’S TOOLS 


7 


Fc tale m4 = | A 4 ee lel eo mew ele) Mm @)iYAt ti eta) 


I of Harmon shine Co., Inc 
225 West 7 @ ee 10> ane WA 


Lewis 
Wichita 1, Kansas, AMherst 5-4613—~— 


Want more facts? Cielo 1 196, » 59 














BLADE TYPE and SERVICE SHARES 


FULLY GUARANTEED AS TO 
QUALITY, FIT,- AND FINISH 
Get complete details now 


STAR MANUFACTURING COMPANY 
N ? LLIN RON & BOLT 
SARPENTERSVILLE. ILLI! A (Fst 187 


Want more facts? Circle 197, p. 59 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 


Ajax Wire Specialty Co 
American Chain Div. 

American Chain & Cable Co.. 6 
American Floor Machine Co. 

Div. of American-Lincoln Co... 24 
American Hardware Corp. 

Safe Padlock & Hardware Corp. 2! 
Ames Co., 74 
Animal Trap Co. of America.. 
Associated Fishing Tackle Mfrs... 


Bassick Co., The 

Bell Products Co. 

Bridgeport Fabrics, Inc. 

Brown, Inc., John Clark 

Burnishine Products ea 115 


Cc 


Campbell Chain Co. 

Champion DeArment Tool Co.... 

Columbia Southern Chemical Div. 
Pittsburgh Plate Glass Co.. 

Coughlan Co., . 

Crescent Tool Co. 


ing Co. 

Dempster Mill Mfg. Co 
Desmond-Stephan Mfg. Co 
De Witt Products Co 
Disston Div. 

H. K. Porter Co. 
Duncan-Morris Co. 
sini de Nemours & Co., 


eM 
Polychemicals-Tynex Paint a 


Eagle Mfg. Co. 


Fairbanks, Morse & Co. 
Flexo Products, 


Foley Mf 
Franklin ey & Rubber Co..... 
Fuller Tool Co., Inc 


Gates Rubber Co. 

General Electric Co. 
Christmas Lamp Div. 

Graham & Co., Inc., ‘ 
King Cotton Cordage gy 

Great Neck Saw Mfrs., 

Griffin Mfg. Co. 


Hager & Sons Hinge Mfg. Co., C. 71 
Hahn-Eclipse Co. 117 
Harmon Machine Co. 

Hoppe Co., Frank A. 

Hydroponic. Chemical Co 

Hy-Ko Products Co. 


Ideal Brass Works, Inc.. 
lron City Tool Works, 


K 


Liberty Distributors, 
Little Giant Pump Co. 
Lustre 


Marshalltown Trowel Co. 
Master Lock Co. 
McGill Metal 

Metal Ware C 





Miller Co., 
Miller Mfg 115 
Minnesota Mining & Mfg. Co..116-117 
Mirro Aluminum Co. 2 
Molly Corp. .. 

Mustad & Son, O. 

Myers & Bro. Co., 


Inc., Robert E.. 124 
Co. 


National Housewares Mfrs. Assoc. 
Nicholson File Co. 

North & Judd Mfg. Co. 

Northern Fiberglass, Inc. .. 


P.M.E. Company 

Pennsylvania Saw Corp. 
Perfection Industries 

Pioneer Rubber Co. 

Pittsburgh Plate Glass Co. 

> aang Southern Chemical 


Prizer-Ware . 
Textile Works Div. 
Progress Refrigerator Co. 


° 
Quickie Mfg. Co. 


Red Devil Tools 
Remington Hardware Co., 
Republic Steel Corp. ........... 96-97 
Reynolds Metals Co. 
Do-It-Yourself Aluminum 
Roberts Co. 
Rust-Oleum Corp. 


Ss 


Safe Padiock & Hardware Co. 
Sub of American Hardware 
Corp. 

Samson Cordage Works 

Selfix Products Co. 

Sheffield + ome nonaad 
Rol-O-Valve Sales 

Simonsen Industries 

Slaymaker Lock Co. 

Snell-Jones Tack Co 

Southern sperec. Mfq. Co. 

Star > age k Mfg. Co 

Star 
Div. o hanks Iron & Bolt Co..122 

Starrett Co., L. S é! 

Sterling Faucet Co. 

Sylvania Electric Products, Inc. 
Lighting Div. 


Tec Imports 
Thompson Co., E. 
True Temper Corp. 
Transistor World Corp. 


U 


Union Steel Chest Corp. 

United States Graphite Co. 

United States Rubber Co. 
Cycle Tire Dept. 

United States Steel 


American Stee! & Wire Div...30-3! 


v 


Volkswagen of America, Inc... .88-89 


Ww 


Waterbury Lock & Specialty Co. 123 
Weller Electric Corp. 79 
Woodhill Chemical Co. 

Wrought Washers Mfg. Co 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 

Yoder Mfg. Co. 

Yuba Power Products, Inc 
Sub of Yuba Consolidated = 
dustries, Inc. 











FISH £:OOKS 


me 


will improve the 
speed, ease and 
volume of your 








fish hooks sales! 


O. MUSTAD & SON 


Manufacturers 
Established 1832 
Oslo, Norway 


Sales Agents 
Ed. W. Simon Co., Inc., 320 Broadway, New York 7 
H. L. Bowlds & Son, 2345 W. 3rd St., Los Angeles 57 





| 








Want more facts? Circle 198, p. 59 





STA ADEWNC cc 


an 
THE SNOW WHITE PLASTIC IN A TUBE (is EASY 
rUBTILE 


AND 
? WORTH 
iT! 


DE WITT PRODUCTS CO. 
5858 PLUMER ST. - DETROIT 9, MICH. 


Want more facts? Circle 199, p. 59 
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Soluble PLANT Tele), Complete 


FAST SELLING, NATIONALLY ADVERTISED 

Now demanded by millions for houseplants, flowers, vegetables, lawns << =——_y 

gardens. Produces vigorous, beautiful growth in all plants quickly. Pays HY PON s 

dealer 3314% profit. Attractively packaged for display. Does not deter- ex 

iorate, is clean, odorless and SAFE. Dissolves instantly in water foc use [ auc 
l-oz. makes 6 gallons liquid plant food. PLANT F000 
Retail Price Dealer & Grower Cost | ~“*==* 

% oz. pkt. 48 to case. — wt. 3 Ibs....... $4.80 case 
20z. can 36 to case. — wt. 7 Ibs....... $6.96 case 
5oz. can 24 to case. — wt. 11 Ibs....... $9.44 case 

12 to case. — wt. 12 Ibs ; 
6 to case. — wt. 15 Ibs . ce oe 9 
5 Ibs. can $4.95 . 4 to case. — wt. 24 Ibs......$13.20 case 
Larger Sizes Available. If Jobber Can’t Supply, Order Direct. 


Write for tist of other ONeX home and garden products. 
HYDROPONIC CHEM. CO., Copley 21, Ohio, U.S.A. 
Want more facts? Circle 200, p. 59 
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ONE SOURGE 


The Largest Product Selection 
In The Hardware Specialty Field 


Two leading brand names now combine their 
impressive years of experience and manufacturing 
know-how to offer an expanded product line. With 
the acquisition of Reese Padlock Co. by Walsco, 
buyers of specialty items can now enjoy the advan- 
tages of one source buying of two prominent lines. 





ve - 
~~ 4 - 
' eo 


Measuring Tapes ‘Padlocks 
Steel Rules Cable Locks 
Utility Knives Combination Padlocks 
Padlocks Bicycle Locks 
Combination Padlocks Chain Door Guards 
Bicycle Locks Nightlatches 


Please write for our complete illustrated catalog. 
The Waterbury Lock & Specialty Co., Milford, Conn. 
Want more facts? Circle 201, p. 59 

HARDWARE AGE, May 18, 1961 © 123 





ONE-MAN CROSS-CUT SAWS 


CHAS. O. LARSON Co. “terns 


Want more facts? Circle 203, p. 59 








Changes New products and new 


trade names are constantly being added to the 

listings for the next Directory Number of HARD- 

3 Sta WARE AGE * Therefore, if you do not find in the 
OFFICE >>\ FACTORY . : 

NEWARK N.J. KS | YORK, PENNA. current issue of the Directory Number the prod- 

YN Si uct you are interested in, write to the “Who 


DA EXINZU IEW | =" HARDWARE. AGE 
SAW CORPORATION fie ncaa 


Philadelphia 39, Pa. 
_ Wan? more facts? Circle 202, p.59 | 
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For: Homes... Offices...Stores...Trucks.. VED Boats. .. Mailboxes... Signs.... Lawns. . . Windows 


3” LETTERS & NUMBERS # DECORATOR NAME an 


Flexible, Adhesive-Backed >» NUMBER PLATES e 
“PLASTIK-STIK-ONS” : ST  aisatiptaies 


¥” Thick “Foundry” Cast! 


Not Paper Thin—Not a Film—Not f _ | Outdoor Plastic 
a tape Be 


| ve FREE Self-Selling Counter Unit 
FREE DISPLAY UNIT! f displays 16 decorator plates 
with order of complete inventory If : in the four most popular 
of 560 separate characters in architectural styles and col- 
3” Classic or Block style. Avail- 4 Se ors. Each plate holds 
— - Bryn a y aie ies “PLASTIC-STIK-ONS” on 
mazing etailer ¥ ee Ss. 
Terrific Volume Profit Producer : tf ; } ; nee i Soe a Ee scemt 
Total Retail Value $84.00 » & | em o8 D i Cost 17.40 
Dealer Cost 48.00 Pe od « a ealer Cos : 
Dealer Profit 6.00 Dealer Profit $11.60 
Write today for complete merchandising 
information, prices and catalog sheets. P.M._E. 
Manufacturer's Representatives Inquiries Invited 


Sticks on: GLASS...METAL...WOOD... PAINT... PLASTIC... CEMENT... ALL SMOOTH CLEAN DRY SURFACES! 
_ Want more facts? Circle 204, p. 59 


DOMES or SILENCE 


THE P.M.E.CO.108 Naylon Ave. Livingston, N. J. 











Furniture Rest — Pintle Type 





—— 


3-color Box, Rubber Ex 
12 Boxes in Tubular Glide 


1¥2", Ye". —s 


RUBBER CUSHION GLIDES 


Wonderful for all wood 
Glide softl 
© softly, 
Rubber smoothly. Set 
Crutch Tip Bakelite Furniture Rest Sc 3-color card. 


Sizes, 
» %”, 1”, 11/16", 1%", 1%", 
| : PROMPT SHIPMENT |_=== | 
iat Ask your jobber, if he is not supplied, wr. = 
= | ROBERT E. MILLER & CO., INC., Adjustable Rubber 
Monopoint Glide nme 35 Pearl St.. New York 4. N. Y. 
Want more facts? Circle 205, p. 59 
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“Sale of 10,000 Gates Belts 
helped build our bank account!” 


say Robert Miller and John McCamish, Partners 4 i, Va 
M & M Hardware La Habra, California Al A 


wy 
* 





“We've been partners here for twelve years, and we’ve handled Gates 
Belts ever since we started. We’re averaging about 80 sales of Gates Belts a 
month now—and over the years, we figure we’ve sold close to ten thousand! 
That’s a lot of belts—and a big addition to our bank account! 


“Everyone who comes into our store knows we've got Gates Belts, 
because we give them top display. They know we’ve got a complete selec- 
tion of sizes, too, because of the way the Gates Belt Rack spreads them 
out in full view. Those two facts account for a lot of our sales. 

“Gates Sales Aids help us build belt sales too—the banners, 
displays, and the Gates V-Belt Replacement Guide. We know we can 
always give a customer just the right belt for his needs. This has 
built our confidence in the line, has built our customers’ confidence 


in us—and has helped make Gates Belts one of our best profit 
makers!” 


“'‘Go”’ Gates to Build Your Bank Account... 
call Your Wholesaler TODAY! 


Your nearby Gates Wholesaler will send a factory-trained 


Ss 
4 
? 


Gates Representative to install belt racks, supply you with a com- . \ YU YO 


plete set of Gates store-tested sales aids. Call your Wholesaler 
today. Let him show you how you can put your entire belt stock in 
shape for maximum profits—without loss of one penny on any of 
your present stock! 


\ \ 
DOOD YY 


_ The Gates Rubber Company, Denver, Colorado 
} World’s Largest Maker of V-Belts 
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Other Gates Hardware Products: Garden Hose + Door Mats + Underground Sprinklers + Steel Pulleys » Washing Machine Hose 





